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Rough Proofs "—"------~ Copeland Bill Won't Pass 


drives home after a hard day’s work 
“to face the responsibilities of the 
evening.” According te some of the 
other advertising, the chief one is to 
decide what brand of whisky to use 
in the highballs. 


e- 9 .& 


Col. E. R. Bradley, the well-known 
breeder of thoroughbred racehorses, 
admits that he’s a gambler. The 
only difference between him and most 
business men is that he admits it. 


, 2 F 


The publishers of “Anthony Ad- 
verse” expect to sell a million copies 
of this mighty tome. They are anx- 
ious to solve the problem now worry- 
ing the best minds of what the masses 
are to do with their leisure time. 


vgy¥sey? 


Dr. West is offering a double-quick 
tooth-paste to serve those hasty 
brushers who spend only thirty sec- 
onds at this daily chore. That will 
enable users of Vitalis to get in their 
sixty-second work-out. 


* Vv ® 


Dental charm will again be ex- 
ploited by Ipana at the Chicago 
world’s fair. The losers in the con- 
test to choose the most beautiful 
smilers will each be presented with 
a pretty pink tooth-brush. 


vvwy 


A friend of General Foods has sug- 
gested that chocolate be used as a 
cosmetic. Why not—they’ve tried 
everything else. 


7.9. 


Do you remember ’way back when 
every woman was to be made glor- 
iously beautiful and as glamorous as 
the dawn as a result of covering her 
lovely map with mud—or was it Eng- 
lish clay? 

v v v 


The Four A’s has given the song- 
writers a gratuitous inspiration by 
the intriguing query in its survey 
analysis, “Is the sample ample?” 
Frinstance— 


One kiss, it seems, is but a sample— 
So, darling, make the sample ample! 


7, FT 


“Diaper Service Advertising Run 
in New Jersey.” 
Another blow at birth control. 
v v v 


With diaper service becoming gen- 
eral, the last excuse of the confirmed 
bachelor will be destroyed. 

v v v 


New Jersey’s reputation as a 
breeder of mosquitoes will be 
matched by a record in the produc- 
tion of babykins if it becomes gen- 
erally known that diaper service is 
available in that favored land. 

vy v 


“Millions of hatless boys represent 
a vast army of potential consumers,” 
Says a hat company sales executive, 
in pensive mood. 

Well, Yankee Doodle stuck a 
feather in his hat with apparently 
Zo00d results. 

v v v 


After okaying Axton-Fisher’s 11- 
inch cigarette, the Internal Revenue 
Deople have decided that it was all 
a mistake. Are there any women in 
that organization? 

v v v 


Heinz has joined the ranks of ad- 
vertisers cultivating the baby mar- 
ket. They’re all singing, “Everybody 
loves a baby, that’s why I’m in love 
with you.” 

Copy Cus. 


eee: STANDARD RED CROWN 


Typical newspaper copy in the new 
Standard Oil campaign. 


WILD ANIMALS, 
PARADES TELL 
STORY OF GAS 


Standard Oil of Indiana Starts 
Sensational Campaign 


Chicago, April 5.—Animals—alive 
and in animated caricature form— 
will provide the central theme for 
one of the most unusual and drama- 
tic campaigns ever used for a motor 
fuel when Standard Oil Company of 
Indiana launches its new drive on 
Standard Red Crown Superfuel with 
“more live power per gallon” in the 
13 states of its marketing territory 
April 9. 

A distinct departure from other 
gasoline campaigns, the new Stand- 
ard Oil drive will have much of the 
flavor of the circus, with newspaper 
and outdoor copy drawing analogies 
between the living power of animals 
and the “live power” of Red Crown, 
and with circus parades in every im- 
portant city in the marketing terri- 
tory, as well as a special lion and 
tiger act at the Chicago world’s fair 
lending potent force to the campaign 
slogan, and dramatizing the qualities 
of the new gasoline in unusually ef- 
fective fashion. 

Following its policy of breaking 
the territory in which it sells into 
three divisions, according to temper- 
ature and climatic conditions, the 
new drive will officially get under 
way in the southern marketing terri- 
tory April 9, and will move into other 
sections of the company’s territory 
later. 


> 


Widespread Drive 

On the selected dates, newspapers 
—some 1,600 of them in all—will 
break the first advertisements on 
live power in their territories. As 
in past campaigns, full pages in color 
will be used in some metropolitan 
dailies. In those metropolitan dailies 
which cannot supply color, sizable 
black and white copy running 1,200 
lines will appear. The same copy, 
ranging downward in size, will ap- 
pear in smaller dailies and in week- 


(Continued on Page 23) 


This Session, Survey Shows 


Only ‘Slight Possibility’ of 
Action, ‘‘Advertising Age’’ 
Canvass Reveals 


Washington, D. C., April 5.—There 
is little likelihood that either the 
Copeland pure food and drugs bill 
or any similar legislation will be en- 
acted into law at the present session 
of congress. 

ADVERTISING AGE is enabled to make 
this definite assertion after a thor- 
ough canvass of senate and house 
leaders and committee members, and 
confidential conversations with ad- 
ministration leaders in and out of 
congress. 

Regardless of their views on the 
soundness or value of the proposed 
bills, or of the ultimate fate of the 
legislation, influential administration 
members of the senate and house 
were unanimous in informing ADVER- 
TISING AGE that as far as may be 
foreseen at the present time, Senator 
Copeland’s measure and the numer- 
ous others dealing with the same sub- 
ject will be held over for action at a 
later session. 

It.. was admitted, however, that 
should the administration bring 
pressure to bear, the “possibility” of 
passage at this session existed. “But 
even with administration pressure,” 
one senator familiar with the pro- 
gram confronting congress declared, 
“passage through both houses would 
be extremely difficult due to several 
highly controversial features of the 
bill as it now stands.” 


Obstacles Revealed 


A careful analysis of the informa- 
tion given ADVERTISING AGE reveals 
the following as the most important 
obstacles in the path of food and 
drug legislation at this session: 

1. While the Copeland bill was 
favorably reported out of the senate 
commerce committee, it still contains 
several features which will doubtless 


provoke senate discussion, bringing 
the possibility of prolonged debate 
and the likelihood of several amend- 
ments. This fact is quite generally 
appreciated. 

Also, Senator McCarran has not 
definitely signified that he will not 
seek to substitute portions of his bill. 
In all probability this would necessi- 
tate further committee hearings, it 
was explained, especially if Senator 
Copeland and those especially inter- 
ested in the bill now before the sen- 
ate resist any changes. 

2. There is no companion meas- 
ure to the Copeland bill in the house. 
There are several bills awaiting a 
place on committee calendars for 
hearings, chief among these being 
the Black bill. Leaders of both 
parties pointed out that when it is 
desired to expedite the passage of 
any special legislation, it is usually 
the custom to introduce in both 
houses similar bills. Hearings are 
held in both houses except upon very 
rare occasions as in the passage of 
a resolution. 

House leaders were quick to point 
out that no hearings have been held, 
nor have they been scheduled, for 
any one of the several house bills 
affecting food, drugs and cosmetics. 
The house being jealous of its pre- 
rogatives does not consider that 
passage by the senate alone means 
that a bill may not require changes 
or amendments. 


Time Most Important 


3. The element of time was espe- 
cially stressed. Both senate and 
house party leaders are seeking to 
expedite passage of the controversial 
bills and additional grants of powers 
prior to the tentative adjournment 
date of May 15. The tariff, securities, 
stock exchange, silver legislation and 
various other financial measures will 
be given precedence. Some of these 
are encountering difficulties at the 
present time. Both houses have an- 
nounced that adjournment is to be 
pressed for next month. The Presi- 


(Continued on Page 22) 


™ Minute News Fleshids 


Everett R. Smith Joins “Liberty” Organization 


New York, April 6.—Everett R. Smith has joined Liberty Magazine as 
director of marketing and research. Mr. Smith was for several years with 
Fuller Brush Company, and has served as chairman of the research council 
of the Association of National Advertisers, of which he was a director and 


officer. 


Penn Tobacco to Ruthrauff & Ryan 


New York, April 6.—The account of Penn Tobacco Company, maker of 
Kentucky Club Pipe tobacco and Ebonies cigarettes, has been placed with 


Ruthrauff & Ryan, Inc. 


Chicago, April 6.—Due to the advanced age of Charles H. Touzalin, 
founder and head of Charles H. Touzalin Advertising Agency, the agency 
is liquidating its business, effective immediately. 

Mr. Touzalin, who is 74, spent 24 years with the Chicago office of Lord 
and Thomas prior to organizing his own agency 23 years ago. 

All of the agency’s creditors are being paid in full. 


Mennen Tests Market for Razor Blades 


New York, April 6.—Possibilities of marketing double-edge razor blades 
through drug stores is being pre-tested by enclosure of a sample containing 
a circular in the shaving cream packages of the Mennen Company. 

Mail orders on the Mennen blade are sought at the reduced price of 


five for 25 cents. 


YOUTHFUL RADIO 
STAR HEADLINES 
NEWSPAPER COPY 


Miss Bab-0 Offers Deal on 
Wet Me Wet 


New York, April 5.—Turning little 
Miss Bab-O’s great popularity to ac- 
count, Peck Advertising Agency, 
Inc., retained by B. T. Babbitt, Inc., 
will release special newspaper copy 
next week featuring the talented 
child singer in connection with a spe- 
cial introductory offer on Wet Me 
Wet, the company’s new glass and 
metal cleaner. 

One piece of copy will be repeated 
three times at intervals of several 
days in sizes ranging from 200 to 600 
lines. The entire Bab-O list, approx- 
imately 200 newspapers in about 125 
cities, will be used. 

The deal is a package of Wet Me 
Wet free with two cans of Bab@. 
The advertisement is dominated byia 
photograph of little Miss Bab-O in 
colonial costume, occupying the full 
depth of the space. She holds two 
cans of Bab-O with one hand and ex- 
tends the other, which holds a pack- 
age of Wet Me Wet, toward the 
reader. 

The conversational headline reads, 
“Here’s a present for you, Mrs. 
Housewife.” Text is kept at the min- 
imum with the briefest descriptions 
of the products and deal. 


Sunday Copy. Pulls 


The advertisement was tested in 
connection with the offer of a free 
can of Bab-O for sampling purposes 
by publication in 800-line size in the 
Louisville Courier-Journal of March 
18. Upsetting precedent for the 
classification, it appeared on Sunday, 
the day of the Bab-O broadcast. Re- 
sults were excellent. 

Next week’s drive on consumers is 
timed not only to coincide with dis- 
tribution of the deal goods to grocery 
stores but with the stocking of nearly 
75,000 gasoline stations for servicing 
and for resale. 

Much effort has been put on the 
gasoline stations because attendants 
will demonstrate the product in the 
regular course of servicing. Stations 
buying stock are being supplied by 
the company’s salesmen with a neat 
fixture for attachment to pumps. It 
holds the pad and incorporates a de- 
vice for wetting it easily as the at- 
tendant picks it up. 

The success of little Miss Bab-O in 
attracting a huge army of listeners to 
the Bab-O broadcast has not turned 
the heads of the agency heads and 
sponsor. Her popularity was fore- 
seen, and there has been no change 
in the original plan to confine the 
radio campaign to a_ half-hour 
weekly, 15 minutes during the sum- 
mer months, and to rotate other out- 
standing radio stars as guest artists 
on the Bab-O program. 

Newspapers will continue to be the 
principal medium, receiving the bulk 
of the appropriation. The remainder 
is now being divided between the ra- 
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ADVERTISING AGE 


April 7, 1934 


dio activity on the NBC network and | program on every call, and that a 
a schedule in American Weekly and radio line has been incorporated in 
Cosmopolitan, With the newspaper |every regular newspaper announce- 
advertising the agency includes the | ment. 
rotogravure sections of 10 or 12 out-| These efforts have been aided by 
standing dailies. the star’s musical ability and show- 
manship, the fact that parents of 
both sexes and all offspring ages are 
A. H. Messing, president of Peck| greatly interested in talented chil- 
Advertising Agency, Inc., explained | dren, curiosity as to whether Mary 
the effective work little Miss Bab-O| Small is really eleven years old, and 
is doing for her current sponsor on | the appearance of the little trouper at 
the grounds that she was a well-| leading theaters around the country. 
known star when she was signed by She is billed on personal appear- 
Bab-O, that newspaper announce-| ances as Miss Bab-O, instead of Mary 
ments of the broadcasts have ap-| Small, the radio star, as the report 
peared regularly on broadcast days,| has spread among theater men that 
that dealers have been generously | she draws heaviest thus announced. 
supplied with point-of-purchase ad-| She is playing the Paramount in New 
vertising featuring the 
gram, that company salesmen have) liner. 
been instructed to merchandise the Since Bab-O is going to remain the 


Explaining Miss Bab-O 


A FERTILE FIELD 


OANS in the Federal Land Bank of Louisville are being closed at the 


| 

| “newspaper aavertising success” it 
has been for nine years under Mr. 
Messing’s direction, the agency man’s 
comments on newspaper experiences 
were interesting. 


The company’s schedules run for 


| 90-day periods spring and fall, but, 


radio pro-| Haven this week as the bill's head- | 


partly as a result of cooperation of 
newspapers in securing tie-up adver- 
tising to run before, during and after 
the Bab-O campaigns, the impression 
prevails among consumers that the 
company is a year-round advertiser. 
The list is limited by the fact that 
Bab-O is a product for fine and mid- 
homes and_ that, 
quently, no newspapers in cities of 
less than 50,000 are used and very 
few in cities just above this figure. 
Mr. Messing said there have been 
practically no eliminations during 


dle-class conse- 


‘the nine years and that a small num- 
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ber of newspapers has been added ] 
one by one as they became dominant DESIGNERS 
mediums. He makes no specific re- * € 


quests for concessions or cooperation, | 


but the newspapers, realizing they | 
have been carefully picked for per- 
manency, voluntarily extend cooper- 


ation which has proved an important 
factor in the company’s success. 
On the day the first advertisement 
in this spring’s campaign appeared, eit 
twelve retail advertisers in the Siour H H H 
City Journal featured Bab-O in their National Alliance Gives a 
copy, thereby putting this newspaper H 
in first place for this type of coopera- Hand to Natives 
tion. Guiana 
Regular newspaper advertising for 


the 1934 spring campaign averages a eduabeind at ont iti thi : 
: mse : strial < expositio s t 
total of about 3,500 lines per paper, . : . = monte 


but individual space orders vary con- | under the auspices of the National 
siderably above and below this figure. | Alltance of Art and industry - ~iel 

pected to break the spell of timidity 
among American advertisers in en- 
ergetically promoting the designs of 
|/the country’s own designers. 

Opening this week on the 62nd 
floor of the Rockefeller Center 
| Building, it has a three-fold purpose: 
|“To create in commerce and industry 
| the realization of the importance of 
design, to demonstrate that beauty 
and sales values are complementary 
in our civilization, and to emphasize 
visually that there is a definite trend 
toward a national style.” 

As definite proof that a national 
style is developing, the National A\l- 
‘liance of Art and Industry, through 
a jury, selected approximately 1,000 
examples of recent work of 100 
American designers. Included are 
items for the home, principally. One 
section of the show is devoted to 
modern packaging. 


New York, April 5.—Staging of an 


Response Is Heartening 


What the organization hopes to ac- 
complish is a fuller appreciation of 
the correctness of American design 
and substitution of an independent 
feeling for that which heretofore has 
looked to Europe for authenticity of 
design as a necessary forerunner to 
advertising and promotion in Amer- 
ica. 

An immediate response was re- 
ceived. The second day of the show 
brought out a two-column depart- 
ment store advertisement promoting 
an American designer and a product 
of her design. This has been done in 
|a limited way by a few retail estab- 
\lishments selling high priced mer- 
| chandise in the past year, but popu- 
lar price stores so far have declined 
| to advertise American talent. 
| The two-column advertisement by 
|Gimbel’s dealt with two hand blocked 
liinen sets designed by Marguerita 
| Mergentime, whose picture topped 
| the space. The sets are on display 
at the exposition. Other stores will 
also promote American designs be- 
\fore the month is over and officials of 
the Alliance expect the movement to 
be taken up actively by manufactur- 


rate of $1,090,000 a day—a rate that will make the farmers of this district ers and retailers across the conti- 


the owners of the bank by summer. 


This rate of retirement is indicative of the 


greatly improved conditions in the rural sections of this district. 


A further index of these conditions is the reduction of the discount rate in 
the Federal Intermediate Credit Bank of Louisville from 3 to 2% per cent. This 
lower rate was made possible by the favor with which debentures from this bank 


are looked upon by the money markets of the country. 


This is a fertile field—profitable to those who till it and profitable for those 
who are looking for a responsive market for their product. 


of this section most effectively, concentrate your message in— 


To reach the buyers 


nent. 

| Advertised Products Shown 

| Many of the products displayed are 
‘nationally advertised. Considered 
| one of the most outstanding exam- 
ples of modern functional design is 
the Quiet May oil burner designed by 
Donald Deskey. An advertising 
campaign was started recently on the 
unit, Which stands some 30 inches 
high, is entirely different from all 
previous home heating plants in ap- 
pearance, combines simple curves 
with angles and eliminates embellish: 
ments and artistic treatments unnec- 
essary to the functioning of the 
product. 

Other advertised products featured 
/in the exhibit include Norge refrig- 
-erators, designed by Lurelle Guild, 
Todd protectograph by Henry Drey- 
‘fuss, Coca-Cola dispenser by John 
Vassos, washing machines, radio and 
phonographs, Carters’ inks and A. & 


Che Convier -Zournal carey bag Fg 


THE LOUISVILLE TIMES 


Major Market Newspapers Inc.-—Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


}ers and many more. 


Timken-Detroit Appoints 
Williams & Reilly, Chicago adve! 
tising agency, has been appointed to 
place axle advertising of Timke! 
Detroit Axle Company, Detroit. A 
tomotive trade papers will be used. 


Perfumer Names B. B. & H.- 

Les Parfums Ybry, Inc., New York, 
/has appointed Badger and Brown!né 
'& Hersey, Inc. 
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- I — winter the southernmost fifty miles of 
Ln d 
al the Hudson becomes a battle ground between 
X- temperature and tides. North of Poughkeepsie, 
y | however, a sustained spell of cold weather will 
n- i ns ~ 
of 1 spread a crust of ice over the dark-green surface. As 
i : ; ; 
the cold continues, the ice sheet thickens to a depth 
id of several feet, and the watercourse becomes a 
er i ‘ : 
i boulevard. Cars, horses, pedestrians cross freely, 
ry and children play on the frozen river without fear. 
> ' ore e : . 
of The ice seems permanent as the rock palisades. 
Ly ‘ : 
: But spring comes as it always does. The tem- 
ry : ; ; 
ze perature creeps higher for a spell of days and traffic 
id on the ice stops. Some night there is a sudden and 
sustained crashing, like distant artillery practice. In 
a : 4 ; 
1. the morning, the Hudson is a slow-moving ice field 
ch of broken ledges and huge chunks. A few days later, 
ae the majestic river is open again. 
ww ~ 
re 
1e 
” For the past three years the economic tempera- 
ture has been at a sustained low. The current of 
business in this country has been partially frozen. 
“ Now there are evidences that the ice is breaking, 
n that the course of commerce is clearing, that the 
me long dammed-up desire of people to spend is in 
os flood again. 
0 . ‘ . > . 
to In the past six months the Sunday issue of this 
vie newspaper has had the most extraordinary and 
unexpected growth in newspaper history. Sunday 
e . . . . 
Ww circulation at present is running almost 500,000 
t- copies ahead of September last! The six months 
4 ending September 1933 had averaged 1,828,543 
ct ‘ _ : : 
in copies. The six months ending March 31, 1934, 
b- show an average of 2,132,647 copies—a new high 
= record among American newspapers! 
e A year ago, we do not think it would have been 
»( : q > ¥ 
possible to increase greatly the sale of any Sunday 
y newspaper. But apparently of its own accord the 
‘a public has brought about this spectacular Sunday 
ta ¥ os P 
ad News gain in the past six months. 
ad Last Spring it was decided to add eight pages to 
. the eight-page Sunday color comic section in the 
e . = 
of Sunday News—to make the paper more attractive, 
to more interesting. Comics are a feature of universal 
a interest. Remember, please, that at the time and for 
. several years past, the Sunday News had the largest 
Sunday circulation in America. When a Sunday 
newspaper sells 1,800,000 copies, it is not reason- 
re . 
od able to expect much more growth! If the new 
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132.647 


copies net paid — average Sunday News circulation for the 


six months period ending March 31, 1934 


comics had brought an increase of 50,000 copies, 
the result would have been very gratifying. If 
the circulation had touched 2,000,000 within a 
year, we would have been more than satisfied. 

But the October first issue jumped more than 
150,000 copies—passed the 2,000,000 mark! 

There was doubt as to whether this figure would 
stand. Every Sunday in October, however, ran well 
above 2,000,000. 

The figure was sustained every Sunday in 
November—and in December. 

In January, every Sunday exceeded 2,100,000. 

In February, every Sunday exceeded 2,200,000. 

March averaged 2,298,353! 

After the addition of the comics, there was no 
special effort, no high pressure promotion or sales- 
manship on our part. Apparently the new readers 
won over to the paper in October talked about it, 
showed it around, interested other readers. And 
newsdealers have been ordering ever since. 


Tue only sensible accounting we can make for 
this tremendous additional circulation is an im- 
proved business and an improved public morale. 
A year ago, people were afraid to buy. Today, they 
want to buy. 

Have you improved your product in the last 
four years, bettered your service, or lowered your 
prices? Have you told anybody about it—lately? 

How do you know people won’t buy more—if 
you haven't asked them? 


"Tse new customers of ours may be yours—if 
you address them through The News. 

The paper that has grown so much in the last 
six months ought to be a good medium for growing 
business. A live, growing circulation indicates an 
active market! 

Sunday News circulation is for the most part 
concentrated in and around New York City and its 
environs, in the industrial metropolitan East. No 
other publication in this country reaches as many 
families in as little territory—or as good territory. 
Less affected by the depression, the millions of 
families in the Sunday News market are coming 
back faster, stronger—have more to come back with! 

Sunday News circulation is home circulation. 
In 100 cities of better than 10,000 population in the 
Sunday News market the family coverage averages 
better than 20%! 

The present rate of the Sunday News was fixed 
in 1928, based on 1,450,000 circulation. The current 
Sunday News milline is the lowest newspaper 
milline in America, the lowest in News history. We 
cannot afford to maintain this rate forever. No adver- 
tiser in this market can afford to ignore this out- 
standing advertising value existing now! 


INEWS - 
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Professor Tugwell’s Political 
Influence Is Waning 


Professor Rexford Guy Tugwell, 
whose name is closely associated 
with the idea of severe regulation of 
advertising, and indeed with severe 
regulation of all business, in the in- 
terest of the ultimate goal of a non- 
profit industrial organization, is 
steadily losing importance as a po- 
titical factor. 

This is a matter of considerable 
significance to all who have been fol- 
lowing the peregrinations of the Tug- 
well bill, later designated as the 
Copeland bill, in both houses of con- 
gress. When the legislation was 
first proposed as long ago as last 
spring, it was understood that the 
professor was the fair-haired boy of 
the administration, and that any- 
thing he proposed would probably be 
supported by the White House. 

The Tugwellian philosophy has 
been made fairly evident by his 
speeches and writings, and he has 
turned out to be about as radical an 
individual as has ever held an offi- 
cial job in Washington. He doesn’t 
believe in the ability of business to 
produce and distribute honest goods 
in an honest fashion, as long as a 
profit is involved, and he approaches 
the idea of regulation in that spirit. 
He hopes that finally business can 
be so organized that profit will be 
eliminated as a motive, and then, he 
believes, the consumer may have a 
chance. 

Part of the strategy involved in 
passing regulatory legislation has 
been to endeavor to divorce the name 
of Professor Tugwell from the pro- 
posed bills. It was early recognized 
that he represented a distinct handi- 
eap, and that if the legislation were 


knowr as the Tugwell bill, its 


chances of getting through would be 
considerably lessened. Consequently 
the chief measure now under con- 
sideration is called the Copeland bill. 

Opponents of the more violent 
type of regulation personified by 
Professor Tugwell can hardly be 
blamed for desiring to identify, 
through the use of his name, the 
legislation which he has sponsored, 
and it is to be hoped that the term 
will be continued in use as a re 
minder that it was from his mind 
that the whole program of advertis- 
ing regulation sprang. 

The publicity which the professor 
has received in the past few months 
has caused President Roosevelt, it 
is reported, to be less enthusiastic 
about the Assistant Secretary of Ag- 
riculture than he was formerly. The 
President is a master of politics, and 
he understands quite well the advan- 
tages of dropping an unpopular mem- 
ber of the official family after he has 
demonstrated that he is not in good 
standing with the public. Shrewd 
commentators in Washington have 
hinted more than once of late that 
Professor Tugwell’s days as an offi- 
cial member of the administration 
are numbered. 

All of this means that the Tugwell 
bill is not nearly so likely to be 
given presidential support and ac- 
tive backing now as it might have 
been six months ago. Consequently 
those who believe that advertising is 
capable of self-regulation may have 
an opportunity to support measures 
for action along this line within the 
industry, instead of having to ac- 
cept enforced regulation from Wash- 
ington under the auspices of Tugwell 
et al. 


What’s the Matter with the 
Postoffice ? 


The postal service is the right arm 
of business. Consequently the ef- 
forts which are being made to effect 
economies in the service are already 
resulting in delays which are much 
more costly than the savings can pos- 
sibly justify. 

The federal government is making 
special efforts to operate within its 
ordinary budget, while spending bil- 
lions in outside operations for the 
sake of promoting business recovery. 
We think that it is an incorrect 
policy which handicaps and retards 
a vital and necessary service to busi- 
ness, maintained by the Postoffice 
Department, in the name of econ- 
omy, while justifying expenditures 
for other things whose value, either 
from a business or civic standpoint, 
is highly questionable. 

Such a program seems to be mak- 
ing a fetish of what after all is 


merely a bookkeeping fiction, that 
the national administration is operat- 
ing within its budget. As long as 
the people approve’ extraordinary 
expenditures, they can be justified, 
but why not at the same time main- 
tain the service which is needed to 
help business get back on a normal 
basis? 

The reduction of postoffice person- 
nel to a point which involves fewer 
deliveries and generally delayed serv- 
ice will save enough money to get 
the Department out of the red, pre- 
sumably, but we believe that if this 
is done at the expense of business 
efficiency, the saving will cost far 
more than it is worth. 

It seems to ApbverTIsING AGE that 
business organizations should make 
their opinions on this subject clear 
to Washington. 


THE DELIVERY MAN CARRIES HIS PRODUCT IN THE WRONG PLACE 


—Life. 


"There have been several complaints about your making deliveries with flour on your pants.” 


The Voice of the Advertiser 


Another Early Use of 
Reply Card Reported 


To the Editor: In your “The 
Voice of the Advertiser” column, 
March 24, you print a letter from R. 
A. Zinn, of Zinn & Meyer, under the 
heading, “Meyer Called the Inventor 
of Reply Card in Copy.” 

Mr. Zinn writes, “The business re- 
ply card as a magazine insert in con- 
sumer publications was originated by 
the president of this agency, Jerome 
S. Meyer, during the last six months 
of 1930... the first cardboard insert 
bearing the reply card feature ap- 
peared in March, 1931.” 

While I do not dispute Mr. Meyer’s 
claim to priority of use of the reply 
card in consumer magazines, I be- 
lieve it inaccurate to designate Mr. 
Meyer as the “inventor” of the idea 
of using the reply card in publication 
space. 

In behalf of our client, The Proc- 
ter & Gamble Company, The Black- 
man Company ran a four page insert, 
containing a C. O. D. business reply 
card, in Baker’s Weekly and Baker’s 
Helper of Aug. 31, 1929. Another 
such insert appeared July 14, 1930. 

We have no way of being sure that 
ours was the first such use of the 
business reply card. We do know 
the idea was “original” with us, to 
the extent that we had never seen a 
business reply card used in publica- 
tion space prior to our own use of it 
in these two trade magazines. 

CARL G. GAUBERT, 
The Blackman Company, New York. 
* =. 9 


Liked Editorial 


To the Editor: Congratulations 
upon your editorial, “Advertising 
Makes an Industrial Democracy Pos- 


sible,” in your issue of March 31. 
W. R. NEEDHAM, 
Partner, Needham & Grohmann, Ince., 


New York. 
bi v v 
Strange Similarity in 
Tire Copy Headlines 
To the Editor: The enclosed tear 
sheets tell graphically an interesting 
story which we thought would fit in 


your publication. 
They are the result of a tire war 


which broke in Philadelphia on 
March 27 with the insertion of an 
advertisement by Sears, Roebuck & 
Co. under the heading “Flash.” This 
was followed the next day by the 
two other advertisements enclosed. 
The coincidence of the headlines, 
we feel, makes this most interesting 
as you will note they read as fol- 
lows: “Flash”; “Smash”; “Crash.” 
JOSEPH T. WALPERT, 
Advertising Department, 
The Pep Boys—Manny, Moe & Jack, 
Philadelphia, Pa. 


+ 2 


Great Combination 
To the Editor: The possible adver- 
tising combination of “Chance, Haz- 
ard and Gamble,” referred to in 
Rough Proofs in your Feb. 24 issue, 
wouldn’t have much chance against 
this combination of my college fra- 
ternity days, if it had gone into the 
advertising agency business: “Ser- 

viss, Thrift and Work.” 

TiM THRIFT, 

Elliott Addressing Machine Company, 
Cambridge, Mass. 
. v 


This Reader, Comma, 


Is Annoyed, Comma 

To the Editor: “Yes, Aunt Flor- 
ence, will be here .. .” 

This sentence in a shaving cream 
car card blurb in the form of a letter 
which begins by telling how sweet 
John’s or Frank’s disposition is since 
he started to use, you must pardon 
me if I forget what, produced reac- 
tions on the undersigned which are 
reported verbatim: 

How it sears my soul you can hardly 
guess 
When an ad spells “its” apostrophe s, 
But I frankly stand a doubting 
Thomas 
Regarding blurbs too full of commas. 
RouGH Proor(s) READER. 
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Pilot Never Dropped, 
Pepperell Adman Says 


To the Editor: I see from your 
March 31 issue that you thought 
enough of Herbert Johnson’s cartoon 
which appeared in last week’s Satur- 
day Evening Post, to reprint it. 

F. L. Cheever, Jr., who is asso- 
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ciated with me in the Pepperell ad- 
vertising department, made a com- 
ment on this which I think was very 
interesting. He said, “When did 
business drop the pilot?” 
ALLYN B. McINTIRE, 
Vice-President, Pepperell Mfg. 
Company, Boston, Mass. 
vvegy 


Early Advertising of 


Rogers Silver Recalled 
To the Editor: A little over a year 
ago Fortune delegated one of their 
editorial writers to secure material 
for an article which they wished to 
prepare about the International Sil- 
ver Company. This article appeared 
in the April, 1933 issue. 
In this article reference was made 


“ORIGINAL ROGERS SILVERPLATE”’ 
RESULT - YEARS OF PREPARATION 


nw 
' ' ‘a ke Wa ROGERS 
“Ones COLE, ” 


ORIGINAL ROGERS 
SLVERPLATE BRANDS 
ISt7 ROGERS BROS 
ROGERS & SON L ROGERS L @ ROGERS S BRO AT 
We ROGERS MEG CO i865 We ROGERS MFG CO 
want ome or 
INTERNATIONAL SiLveR CO., MERIDEN, CONN 
SUCCESSOR TO THE ORIGINAL ROGERS COMPANIES 
i nee 


to their opinion that “W. G. Snow 
knows more about the year 1847 in 
the United States than any other 
man alive.” 

While I will acknowledge that I 
do know something about the 1847 
period including the part played by 
Rogers brothers, it emphasized the 
fact of how little was known regard- 
ing the Rogers family prior to that 
date. 

Therefore I believed it would be of 
interest to find out something more 
about their activities prior to 1847 
back through the twenties and thir- 
ties. 

From over 150 photographs of their 
advertising in the Hartford news: 
papers during that interesting period 
and facts procured from _ other 
sources, the enclosed sheet of repro 
ductions and statements has beet 
assembled. Perhaps it will partly 
answer the question as to what is 
meant by “Original Rogers.” 

This sheet is a very brief summary 
of Rogers history, carrying as it 
does the spoon-making activity of the 
Rogers brothers from the time one 
of them — William —had _ finished 
learning his trade of a silversmith 
up to the time they began to experi: 
ment and finally brought out in 1847 
their silver plate. 

W. G. SNow, 
International Silver Company, 
Meriden, Conn. 
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CRAB ORCHARD 


IN MAGAZINES 


New York, April 4.—Crab Orchard 
straight Kentucky whisky, a favorite 
child of the National Distillers 
family, will be given the support of 
13 national 
May 


series of 


huge 


magazines starting 
while a 
fractional 


with 


issues, new, enlarged 


page advertise- 


| total of 


w~ sas : | . > 
stores rhe subsidiaries control a | marks each piece of copy shows the 


nearly 175 


whisky brands. 


ments in approximately 175 newspa- | 


pers in about 150 leading cities will 
continue the current newspaper cam- 


paign. 


Concentrate on Units 

A quick survey of advertising ac- 
tivities of National Distillers’ subsidi- 
aries reveals the intention to profit | 
by recent advertising illus- 
trating the possibilities of quickly 
establishing preferences for certain 
brands through intensive advertising. 
National copy, divided into separate 
campaigns for each brand, is con- | 
centrated on a few brands, while sec- 


lessons 


Crab Orchard, following its intro- 
duction in January as a “straight 
whisky” than one-year old, 
jumped quickly to a leading place on 
reports without the aid of ad- 
vertising. No sooner did its popular- 
ity become outstanding, 
than Erwin, Wasey & Co., National 
Distillers’ agency, swung quickly into 
an intensive newspaper campaign, 
which was rapidly enlarged to cur- 
rent proportions, 


less 


sales 


Copy Is Conservative 


Company executives smile happily 


but evasively when exact sales fig- 
ures are mentioned, but admit that a 
|recent survey shows that the brand 


has 92 per cent distribution in terri- 
tories where there are independent 
outlets and where the newspaper 
copy has been running. 
Conservatism, dictated 
the belief that there will brisk 
demand for a popular priced, un- 
bonded whisky for mixing purposes 
for several years to come, fea- 
tured the Crab Orchard copy. The 
advertising does not directly recom- 
mend the product for either straight 
drinking or mixing, but the sketch 
strip illustrations depicting consump- 


partly by 
be a 


has 


ondary campaigns support one brand | tion processes show mixtures, and a 


in each state having state-operated | signature 


illustration which hall- 


established | 


| 


bottle with two highball glasses and 
a bowl of ice cubes. 

Newspaper magazine adver- 
tisements will be alike. The theme, 
told with strips and conversational 
captions, is the testimonial of an old 
delivered verbally to a friend 


and 


user 


| who is trying Crab Orehard for the 


however, | 


first time—and liking it. 

Sportmen’s publications predomi- 
nate on the magazine list, there being 
seven of them. A general monthly, a 


weekly news magazine, two humor- 
ous publications and two fraternal 
magazines round out the list. All 


will receive full pages; color will be 


used in some. 


Copy Offers Loans 
The Webster and Atlas National 


Bank, Boston, is running advertise- 
ments telling its willingness to con- 


sider applications for commercial and 


| collateral 


loans. Copy is addressed 
to “manufacturers and merchants 
with a satisfactory record and fa- 
vorable prospects.” 


Plan World’s Fair 


Preparations are being made by a 
group of citizens of Orlando, Fla., 


| for a world’s fair to operate 100 days 


in 1936. The satisfactory results ob- 
tained from municipal advertising 
prompted the decision. N. P. Yowell, 
president, Yowell-Drew stores, heads 
the enterprise. 


THE 


Read 


Based on the Management Institute's Newspaper Survey of 79,289 
homes in the corporate limits of Indianapolis and adusted for February, 
1934, circulation in the A. B. C. City Circulation Territory (Indianapolis 


and Marion County). 


New York: Dan A. Carroll 
110 East 42nd Street 


49,974 
FAMILIES 


THE INDIANAPOLIS NEWS 


Exclusively 


IN MARION COUNTY 


These families live in Indianapolis and Marion County. 
The News is delivered to their homes six days a week. 
They read no other Indianapolis daily newspaper. 


Total Net Paid Circulation Feb. 1934, 144,701 


INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


Chicago: J. E. Lutz 
180 North Michigan Ave. 


EMPIRE STATE 
TO SEEK MORE 
TOURIST TRADE 


New York, April 4. 
state of New York 
simultaneously to the realization 
that the advertising of other mu- 
nicipalities and states has deprived 
them of visitors who would have a 
much better time in the Empire 
State and its metropolis. 

As first steps in correcting the 
situation a bill to appropriate $200,- 


| 
| 
| . 

The city and 
have awakened 


000 to establish a state publicity 
bureau has been introduced in the 
legislature and leading Gotham 


hotels have asked business interests 
of the city to contribute to a budget 
of $100,000 for the support of a city 
convention and travel bureau. 

Proponents of the state bill have 
offered facts attesting to the success 
of the advertising of other states in 
support of their measure, which is 
backed by chambers of commerce, 
hotel men, business men and farm- 
ers. They claim the appropriation 
would be repaid in gasoline tax re- 
ceipts alone. 

The bill, introduced by Assembly- 
man Pratt, provides that not more 
than 15 per cent of the appropriation 
may be used for administration ex- 
penses and the remainder be made 
available for advertising the his- 
torical, recreational and scenic at- 
tractions of the state. Administra- 
tion would be in charge of a com- 
mission of five, serving without pay, 
comprising the commissioner of agri- 
culture, the conservation commis- 
sioner, an appointee of the governor, 
an appointee of the president of the 


senate and an appointee of the 
speaker of the assembly. 
Tell Results Elsewhere 
The New York hotel men are 


backing their proposal with a survey 
showing the promotional results ob- 
tained by 43 American cities and 
an analysis of expenditures by their 
convention visitors. The analysis 
shows that hotels receive 23 cents 
for rooms and 12% cents tor food; 


retail stores, 18% cents; amuse- 
ments, 1214 cents; wholesalers and 


manufacturers, 8 cents; restaurants, 
6%, cents; taxis and local transporta- 
tion, 6 cents; automobile supply deal- 
ers, 5% cents; miscellaneous, 74% 
cents, 

If the plan for the city’s promotion 
goes through, the work will be cent 
ered in the New York Convention 
and Visitors Bureau at 500 Fifth Ave., 
which was established on a small 
budget in January through the co- 
operation of 31 hotels. These hotels 
are now desirous that all hotels, as 
well as other lines of business, con- 
tribute to the promotional expense 
in proportion as they share in the 
visitors’ expenditures. 


Burns-Hall Men Shift 

The executive staff of the Burns- 
Hall Advertising Agency, Milwaukee, 
has been reorganized. B. K. Burns, 
president; N. L. Telander, secretary, 
and H. H. Scott, account executive, 
have resigned. C. H. Hall, vice- 
president, will become president; W. 
H. Pruemers, treasurer, will add the 
duties of vice-president, and R. A. 
Franke, production manager, will 
also be secretary. 


Eliminates Time Brokers 

Effective May 24, Radio Sales, Inc., 
New York, will discontinue recogni- 
tion of all special agencies, time 
brokers, and general station repre- 
sentatives, except for contracts now 
in force. 


Shell Buys O’Neil 


Shell Petroleum Corporation has 
acquired all real estate, facilities and 
business of the O'Neil Oil Company, 
Milwaukee. The deal was for ap- 
proximately $1,000,000 cash. 


Newspaper Sales Exempt 


Iowa state board of assessment 
and review has ruled, in connection 
with the two per cent sales tax, that 
receipts from newspaper 
not subject to the tax. 


Ne - Outduar 
Advertising 
Medium Tried 


New York, April 5.—A new med 
ium, news flash advertising, is being 
developed here by the News Flash 
Company, 310 East 59th St., headed 


by S. B. Tapalow and F. G. Sch 
mann. 

Operation began this week with 
the installation of a special whit 


sign 25 feet square on the front of a 
building at 128 West 42d, near tly 
intersection of Broadway. 

From darkness until 1 a. m., news 
bulletins, signed by the local new 
paper furnishing the service, 
projected alternately with 
ing messages. Both news 
and advertisements remain 
screen ten seconds. The 
are in black and white, while th: 
advertisements appear in full color. 

The company plans to install 2v 
additional screens in the New York 
city territory. Sponsorship of the 
news service for each board will be 
taken in turn by as many news- 
papers as care to provide the serv- 
ice. Advertisers may contract for 
any number of slides or for the 
entire use of a screen. 


-Farm Plans Studied 
by “Hoard’s Dairyman” 


Hoard’s Dairyman, Ft. Atkinson, 
Wis., has just completed a question- 
naire poll of its readers on their atti- 
tude toward various policies of the 
Department of Agriculture and the 


are 

adverti 
flashes 
on th 

bulletins 


AAA with reference to dairy farm 
relief. 
The questionnaire, which sought 


opinions on the AAA plans, as well 
as upon the effect of the NRA, the 
CWA, and other items, was included 
as an editorial feature in the Feb. 10 
issue of the publication. More than 
5,000 returns had _ been received 
when the March 25 issue went to 
press, it is reported, with over 40 per 
cent of the answers accompanied by 
explanatory letters. 


New Home for Major 
Market Newspapers 


Major Market Newspapers, Inc.. 
will move to Mather Tower, 75 bh. 
Wacker Drive, Chicago, on April 15. 
The organization will occupy Suite 
1210. 

It has had offices in the Daily News 
Building since it was opened for oc- 
cupancy. Before that, it was at 1% 
S. La Salle St. 


Magazines’ New Home 


Country Life-American Home Cor- 
poration, New York, publisher of 
Country Life and American Home, 
will move April 20 to 444 Madison 
Ave. 


JESS HSTRIBLING = 
AND ASSOCIATES 


ISING ART 
RALI59O0.— 
IGAN AVE, CHICAGO 


ADVE 
; & 
225 N. MIC 


Scono-print 
A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 


sales are | 


1333 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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ADVERTISING AGE 


Here's a common experience of Fawcett 
Women's Group advertisers! Read the com- 
ments at the right of The A. H. Lewis Medicine 
Company, on the way this group pulled in- 


quiries for them! 


Your anate with TUMS! 
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Fest igre of people everywhere ate telhng 
how they bave ended the torture of "Pusay 
Stomac Peonis who used te have to pick and 
choume, and actually ewcsd the wery foots they bked 
best, now eraply let thew teste guide them im the 
fewxis they cut. No bonger do they frac the dtatress 
of ack’ indigestion, sous stomach, heartburn, of 
thet meusesting, gasey fullnces. The sectet-~e new 
candy-bke antacid want called Tuma. 

Almost everyone, about 7 cut of every 10 Amen 
carn, waffers some of the effects of acid indigestion. 
Biesoly siunch 3 or 4 Tums after meale-—~or when 
emcking ot cxcesems of eating of drinking cause 
troubie You will be surpriend how quicisly the excess 


Antacid Mint: 


acid te newts aberd and the Fussy Stomach” reheved 
“Top off your meals with Tums ~ denowe the 
pleawure of eating your favunte feuds without the 
fear of bad alter oflects 
Hf vou have trouble shepng, ext 2 or 3 Tums after 
your evening mesi or before gong to bed. See Row 
mush berter you sleep when Tums have counteracted 
the acid and gas thet torture paut nerves and make 
you festicss No need to eve up your favorite coffer 
ne meed Us boy expenmve cafes substitutes. 
Tums are eo agrewabic, refreshang and cunverment 
that you wall want io carry @ roll soth you always, 
in pocket of purse. Get » ont! of Tums todey at any 
drag store They are only 10 cents 
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S@€€ WHAT RESULTS THIS GROUP 


CAN PULL FOR YOU! 


HE A. H. Lewis Medicine Company are not 
the first to discover the amazing pulling power 


of Fawcett Women's Group—and they will not be 
the last. Month by month advertisers, new to 
Fawcett Women’s Group, are being pleasantly im- 
pressed with FWQ’s strong <al s returns. 


There’s nothing surprising in this! Consider—the 
1,300,000 young women whom Fawcett Women’s 
Group reaches are the young wage earners—the 
young housewives. They are not the type whose 
prejudices have been set in a mold. They are easy 
to impress, responsive and easy to sell. They aren't 
the group you have probably been hammering at 
year after year. There’s a whole crop of new faces 


in your audience—women to whom your story has 
not become “old stuff.” 


Remember, too, when you advertise to FWG read- 
ers you're telling your story to a growing audience 
and to a voluntary one. 96.13% of the FWG cir- 
culation is newsstand; and while we are now 
guaranteeing 1,300,000, ABC, that circulation is 
already running more than 200,000 over! 


See what results 1,300,000 readily-sellable young 
women will produce. Call your nearest Fawcett 
Women’s Group representative and ask him how 
our readers will react to your story. He'll have 
facts and figures that will astound you. 


Fawcett Women’s New G 


New York Chicago 


FAWCETT PUBLICATIONS, Inc. 


Minneapolis 


Los Angeles San Francisco 
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ADVERTISING AGE 


April 7, 1934 


Tighten Loss 
Leader Rules 
In Drug Code 


Washington, D. C., April 3.—An 
important order tightening the loss 
limitation provisions of the retail 
drug code so as to prohibit any retail 
sale at a price lower than the manu- 
facturer’s wholesale list price per 
dozen has been issued by Gen. Hugh 
S. Johnson, NRA head. The order 
becomes effective April 8. 


The order, designed to “prevent 
predatory price cutting by a small 
percentage of the trade which has 
persisted in loss leader sales on 
standard articles below the cost price 
of the vast majority of the smaller 
concerns in the trade,’ is of far- 
reaching significance, inasmuch as it 
severely limits the competitive ad- 
vantages of chains and other large 
units in the matter of price cutting. 


After reciting the services per- 
formed by the small drug retailer, 
the new order, which replaces the 
provisions of the Article VIII, Sec- 
tion I, of the code, declares that “it 
is hereby declared as unfair trade 
practice and is prohibited by this 


code for any drug retailer to sell any 
drugs, medicines, cosmetics, toilet 
preparations or drug sundries at a 
price below the manufacturer’s 
wholesale list price per dozen, pro- 
vided however, that in the case of 
biologicals or other of the above-men- 
tioned products which are not cus- 
tomarily sold in dozen or greater lots 
the code authority may fix a compar- 
able unit quantity, and provided fur- 
ther that any discount, free deal, or 
rebate which is made available to all 
purchasers of dozen lots or compar- 
able quantities, shall be considered 
as part of the manufacturer’s whole- 
sale list price.” 


Howell Names Canty 


Leonard P. Canty has been ap- 
pointed manager of the midwestern 
territory for American Hairdresser 
by H. R. Howell Publishing Com- 
pany, New York. His headquarters 
will be in Chicago. Mr. Canty re- 
cently resigned as western manager 
of Soda Fountain, Radio Merchant, 
and Tires, Bill Brothers publications. 


Two to Frankel-Rose 


Texo Company, Chicago, has ap- 
pointed the Frankel-Rose Company, 
Chicago, to handle advertising of 
Texo Antiseptic tablets. Advertising 
of the Aerostat Company, also of 
Chicago, maker of a radio aerial 
eliminator, has been placed with the 
same agency. 


GOODWIN PLAN 
STARTED WITH 
19 SPONSORS 


Cooperation of 2,500,000 
Families Claimed 


Chicago, April 5.—Containing the 
names of 19 nianufacturers of 65 
products, the first purchase list under 
the Goodwin Plan was issued to 
2,500,000 interested housewives this 
week by the Goodwin Corporation. 

Manufacturers who have signed up 
for the Goodwin Plan, according to 
the initial list, are as follows: 

Acme Card System Company, Chi- 
cago, Acme visible record keeping 
and card equipment. 

Allen-A Company, Kenosha, Wis., 
Allen-A hosiery and swim suits. 

Armand Company, Des Moines, Ia., 
Armand cleansing cream, cold cream, 
and other cosmetics. 

Body Glove Sales Company, Chi- 
cago, Body Glove corsets. 

Bost, Inc., New York, Bost tooth 


paste. 


c 


* Illustration by Richard E. Schroeder for The Timken Roller Bearing Company, Canton, Ohio 
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Engeman, John J 
Arzel, Steven L. . 
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Geissmann, Robert G . Lettering 
Prucher, Ferdinand J . Lettering 
Schuster, Adelbert I . Lettering 
Wagner, Gilbert J . Lettering 
Wolcott, Roland J. Lettering 
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Graham, Harold A. . 
Kisselle, Kenneth K 
Krakau, Walter A. . 
Yeager, Howard K 
Scheel, William J 
Cerveny, Robert 7 
Blackburn, Eric W 
Bruhn, H.R. . 
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Grimes, Lester F. .... . . . Contact 
Meyer, ArthurJ....... . Contact 
Mitchell, W. Robert... . . Contact 
UT 2). re soe « Comieet 
Wagner, ArnoldJ......... . Comptroller 
O'Donnell, Helen .......... . Receptionist 
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Savage, Harold E. . 
Murray, Leo... . 


- Pos FRR ALS ee 


eye 


nelle arpet gt et any NOES A Re 


Reschke, Franz....... Apprentice 
Stevenson, James ...... . Apprentice 
Comstock, Wm. W. .. . . Contact 
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Preston, Hugh A... . 
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Hill, R. Mallory .... Layout & Lettering 
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Cooper, Charles E . . . Contact 
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Boston Food Products Company, 
Boston, Mass., Prudence corned beef 
hash and beef loaf.. 

Champion Spark Plug Company, 
Toledo, O., spark plugs. 

Crown Overall Manufacturing Com- 
pany, Cincinnati, Crown overalls, 
play suits and Teeter Totter Togs. 

Enoz Chemical Company, Chicago, 
Enoz moth spray, fly spray, cleaning 
fluid, ete. 

Other Signers 


Headlight Manufacturing Company, 
Cincinnati, Headlight overalls, shirts 
and trousers. 

Hexin, Inc., Chicago, “quicker than 
aspirin.” 

International Steel Wool Corpora- 
tion, Chicago, Rid scouring steel 
wool pads and soap. 

Charles B. Knox Gelatine Com- 
pany, Johnstown, N. Y., Knox Spark- 
ling Gelatine. 

Luden’s, Inc., Reading, Pa., Luden’s 
menthol cough drops. 

Northern Paper Mills, Green Bay, 
Wis., Northern Tissue and Gauze 
bathroom paper and Hometowls. 

Rotospeed Company, Dayton, O., 
duplicating machines and supplies. 

Saxon Glaze Company, Chicago, 
Saxon Glaze automobile polish and 
preservative. 

Frederick Stearns & Co., Detroit, 
Astring-O-Sol mouth wash. 

Winget Kickernick Company, 
Minneapolis, Minn., Kickernick Pat- 
ented Underdress. 

While these manufacturers signed 
three-year contracts with the Good- 
win Corporation, Adolph O. Goodwin, 
president of the company and author 
of the Goodwin Plan, emphasized the 
fact that the contracts are cancell- 
able on 90 days’ notice. 


To Test Effectiveness 


With the purchase lists in the 
hands of upward of 2,500,000 house- 
wives who are also church members 
and who are anxious to assist their 
respective institutions by earning a 
two per cent commission on sales, 
the Goodwin Plan went into effect 
April 1. It will be put to the crucial 
test during April, May and June, 
after which participating manufac- 
turers will have an accurate idea as 
to effectiveness of the plan. 

During this test period, no news- 
paper advertising will be done. 
Thereafter, according to the contract, 
each manufacturer must spend three 
per cent of wholesale sales in the 
territory in which sales are being 
made, 

The other costs of the plan to the 
manufacturer will be 3.5 per cent, 
divided as follows: Two per cent to 
r00dwin “broadcasters” for sales 
they bring about; one-half of one per 
cent to district sales managers and 
representatives as their commis- 
sions; one-half of one per cent for 
operating a clearing house for evi- 
dences of purchase, merchandising 
service to manufacturers and na- 
tional institutional advertising; and 
one-half of one per cent which will 
represent the gross profit of the 
Goodwin Corporation. 

The advertising done by manufac- 
turers operating under the plan will 
be placed by their own respective 
agencies. 


Has 250,000 Broadcasters 


Manufacturers were signed up for 
the Goodwin Plan at a meeting held 
at the Goodwin Corporation’s offices 
in Chicago. All manufacturers who 
had shown interest in the plan were 
invited to be represented at a one- 
day meeting, at which Mr. Goodwin 
made a mass presentation of his pro- 
motional idea. Most of the contracts 
thus far signed are said to have re- 
sulted directly from this meeting. 

The Goodwin Corporation, accord- 


ey 


ing to Mr. Goodwin, now has 1,275 
men in the field, operating in every 
town in the country of 25,000 or more 
population. The number of broad- 
casters on the rolls is 259,668. Since 
each contacts ten or more house. 
wives, the minimum number of the 
latter interested in the Goodwin 
Plan is placed at 2,500,000. If goy- 
ernment census figures, placing the 
average family at 4.1 persons are ap- 
plied, the number of individual con- 
sumers behind the Goodwin Plan is 
estimated at something like 10,660,- 
000. 

The first purchase list issued by 
the Goodwin Corporation was con- 
siderably more than a bare schedule 
of names. Each product was listed 
with a strong selling talk. For in- 
stance, Armand cosmetics and beauty 
aids were listed one by one, with 
this comment about the group: 


Strong Sales Talk 


“Each Armand cosmetic was cre- 
ated to accomplish a _ beautifying 
purpose. Whether powder, cream, 
rouge, or other Armand cosmetic, it 
is guaranteed to please you better 
than any other cosmetic you have 
used, or the dealer from whom you 
have made the purchase will cheer- 
fully refund your money. 

“The name Armand on an article 
not only means quality in the prod- 
uct, but character of the house back 
of the product.” 

The purchase lists were distributed 
to consumers through field managers 
and representatives, who were 
pledged to make a study of the points 
of superiority of each and pass them 
on to the broadcasters for transmis- 
sion to buyers. Thus a vigorous ef- 
fort is being made to convince the 
consumers that they help not only 
their churches, but themselves, when 
they buy products on the Goodwin 
purchase list. 

Though the Goodwin Plan has been 
in actual operation for less than a 
week, many repercussions have made 
themselves felt, according to Mr. 
Goodwin. 

An Illinois representative of the 
Goodwin Corporation reported that 
several newspapers have asked for 
Goodwin Plan cuts or shields for use 
in retail copy featuring Goodwin 
Plan Listed Products, he reported, 
while an Indiana representative sent 
in agreements from department 
stores to install Goodwin Plan mer- 
chandise windows, grouping all of 
the products in one display. 

Mr. Goodwin told ADVERTISING AGE 
that in spite of the opposition of 
some ministers, the Goodwin Plan at 
present has the endorsement of 
16,500 preachers, priests and rabbis. 

He added that among the field 
force are the publishers of 150 small 
town newspapers. 


Snelling Promoted 


National Radiator Corporation, 
Johnstown, Pa., has appointed L. R. 
Snelling manager of planning and 
distribution. Mr. Snelling, who has 
been with the company 21 years, will 
supervise the development of sales 
plans and other policies of the cor- 
poration. 


Ahrens Resigns 


Theodore Ahrens has resigned as 
president of American Radiator- 
Standard Sanitary Corporation, due 
to “continued illness and desire to be 
relieved of the arduous duties of his 
office.” 


Kroger Shows Increase 


Reports of the Kroger Grocery and 
Baking Company for the third per- 
iod of 1934 show a 14 per cent in- 
crease in sales over the same period 
last year. 
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my POSTERS DISPLAYS 


Send for McCandlish... 


The story behind some ofthe most beautifully 
lithographed displays and posters in America is 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the beauty 
and color in the original finished sketch. For post- 
ers of any size and for advertising displays, it will 
pay youtoseeorwrite A.R.McCandlish,President. 


McCANDLISH comcrsron 


ROBERTS AVE. AND STOXKLEY ST 


PHILADELPHIA .PA 
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WOMEN'S TRADE. Chicago department stores in 1933 
placed more advertising linage in the Tribune than in any other 
newspaper. 


® BETTER RESULTS are the reason Loop (downtown) department 
stores placed 864,596 more lines of women's appeal advertising 
in the Tribune than in any other Chicago newspaper in 1933. 


HICAGO retailers who address their advertising 

to women place more linage in the Chicago 
Tribune than in any other newspaper. Loop (down- 
town) department stores, for instance, in 1933 spent 
$1,827,207 for women appeal advertising in the Tribune 
—51% of their expenditures in all Chicago newspapers. 


¥ The reason the Chicago Tribune enjoys this im- 


pressive leadership is because it is read by more 
women and has more influence with women than any 
other Chicago newspaper has. A representative will 


be glad to call and give you the complete facts. 


~ a 7 
UPSTAIRS DEPARTMENTS of Loop (downtown) depart- Us Ice 0 Oribune 
ment stores in 1933 placed 1,182,226 more lines of TL 
women's appeal advertising in the Tribune than in any other THE WORLD'S GREATEST NEWSPAPER 
Chicago newspaper. 
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ADVERTISING AGE 


es 


April 7, 1934 


SELL INSURANCE 
BY STIMULATING 
NEW CAR SALES: 


-—--— | 


lin the 


Hartford, Conn., April 5.—Believ- | 
ing that the buyer of a new auto- | 
mobile is a far better prospect for | 


“automobile insurance than the owne1 


of an old car, Aetna Automobile In- 
surance Company will promote sales 
through “Aetna’s 1934 Automobile 
Show.” This will consist of a 72- 


page booklet, 57,.x8'% inches, printed 
in rotogravure, with separate covers 


on heavy stock. 

A spread will be devoted to each 
of the 31 makes of cars now being | 
produced in this country. The | 
maker's popular model will be 
reproduced in large size on each left- 
hand page, while smaller illustra 
tions of other models will be shown 
on the right-hand page. 

“Aetna’s 1934 Automobile Show,” 
explained Stanley F. Withe, manager 
of the publicity department, ‘will be 
a combined catalog containing, in 
form, specifications and 
illustrations of every American-made 


most 


condensed 


}agents. 


automobile. It will not take the place 
individual catalogs issued by 
manufacturers, but it will help a 


= 


prospective buyer, we think, to nar- | 
| row down the choice to the three or 


four cars which come within his buy- 
ing range.” 
Books Are Delivered 

The books, to be distributed 
through local agents, will be placed 
hands of those asking for 
them. Agents will deliver the cata- 
logs in person to avail themselves of 
the opportunity to automo- 
biles and automobile insurance to the 


discuss 


man who has admitted he is inter- 
ested 
Automobile manufacturers have 


been quick to appreciate the value of 


the plan and several have asked for 
copies of the catalogs to distribute 
ito their own sales organizations. 


Good will created in this way is ex- 
pected to pave the way for coopera- 
tion between car dealers and Aetna 
The latter are being pro- 
vided with advertising material fea- 
turing the catalog. 


Hagman to Hubbard 
Carl Hagman, formerly in the ad 
vertising department of the Fort 
Worth, Texas, Star-Telegram, las 
joined Hubbard Advertising, Fort 


Worth, as account executive and con- 
man. 


tact 


», 


Leisure Time Activities 
and Desires Studied 


National Recreation Associa- 

315 4th Ave., New York, has 
just issued “The Leisure Hours of 
5,000 People,” a study of the leisure 
habits and desires of more than 5,000 
individuals. 

The volume contains much of in- 
terest to advertising and merchan- 
dising executives, pointing out what 
people do in their leisure time, what 
they would like to do, and how age, 
economic and other factors affect 
their demands. The price of the vol- 
ume is $1. 


The 
tion, 


Electrol Appoints 

Advertising of Electrol Oil Burner, 
through Buckley & Scott Utilities, 
Inc., New England distributor, is be- 
ing placed by Doremus & Co., Boston. 
Large space in Boston newspapers is 
being used, supplemented by direct 
mail. 


La Palina Appoints 
Congress Cigar Company, Newark, 
N. J., is placing outdoor advertising 
on La Palina, cigars through Bromi- 
ley-Ross, Inc., New York. 


Two Name Fenger-Hall 

The San Mateo, Cal., Times and the 
Brawley, Cal., News have appointed 
the Fenger-Hall Company, Ltd., San 
Francisco, as national representative. 


TO GENCY MEN 


a friendly word from 


SCHENLEY 


THE ADVERTISING BUSINESS IS PECULIAR 


peculiar in 


ae 


extraordinary demands placed upon it for supply- 
ing that kind of bracing entertainment in which 


Schenley ts particularly interested. 


NEXT TIME YOU LOOK FOR ‘'100-PROOFS’ 


4 ’ 


\ 


the interior of your office 
liquor cache with those highly useful products 


sponsored by The House of Schenley? 


STOP THAT FRANTIC 


A complete supply of Schen- 


ley’s delicious products is so 


ve 


tic last-minute dash to the store around the corner. 


THE HOUSE 


OF 


(among others)... Probably 


no other protession has such 


May we suggest to you that 
the next time you are looking 


for**100-proofs” you dignify 


much better form than embar- 


rassing emptiness—or a fran- 


WINS THE 


‘The advertising business is ay 


this respect 


self, champagn 


MAKE SCHE 


DASH PRrrey. «< ¢-O 


Importations: 
BACARDI... Dl 
and SHERRY... 
BURGUNDIES.. 


Whiskies and Gin: GOLDEN WEDDING. 


SILVER WEDDING GIN 


CHAMPAGNES 


INSTANT OKAY OF CLIENTS 


We have a most comprehen- 
sive layout of excellent wines 
and liquors—instantly okayed 
by clients. And for you your- 


e— famous imported brands of a 


spiritous potency that amounts to nigh 15% net. 


POWERFUL ‘‘REASON WHY” 


Added to the obvious human 
interest of Schenley whiskey 
blends, they are blessed with 
a powerful REASON WHY: 
They are blends of Strazght 


lVhiskies—blends that are ALI whiskey! 


NLEY’S HEADLINERS YOURS! 
.. JAMES E. 
LD STAGG ... . OFC... . GEBBOR’s 
and many others: 
NOILLY PRAT VERMOUTH 

(BONNET... DIAMOND JUBILEE PORT 
~-B&éG BORDEAUX, SAUTERNES and 
-MORLANT and CHARLES HEIDSIECK 
BARDINET LIQUEURS. 


Copyright, 1934, Schenley Disti\ers Corporation 


CINDERELLA AND HER CORSET APPEAR IN MOVIES | 


ff 


™ 


Cinderella does her bit for Kops 
sound film production in which puppets tell the story in the usual 


fashion and real life shots bring 


Bros., Inc., New York, in a new 


out the modern sales slant and 


prove the value of a well controlled figure. 


CORSET HELPED 
CINDERELLA TO 
WIN A PRINCE! 


Kops Brothers Give ‘‘Inside 
Dope’’ on Incident 


New York, April 5.—In a new idea 
applied to the promotion of corset 
sales, Kops Brothers are demonstrat- 
ing that fabulous Cinderella’s amor- 
ous success was not due entirely to a 
slim slipper, but that a slim form 
was at least of equal importance. 

The corset manufacturers have 
prepared an illustrated story of ‘“Cin- 
derella and her  Cinderellatives” 
which has started a circuit of de- 
partment stores. It is the first time 
the company has used the sound and 
still “movie” idea to reach = con- 
sumers. Prior to this, it had been 
employed in getting over Kops’ sales 
plans to dealers. 

In addition to the point of sale 
promotion, Kops Brothers this spring 
are running their general advertis- 
ing in national magazines and for 
retailers’ use are preparing copy for 
newspapers which is practically iden- 
tical to the national advertising. 

During the spring and summer, 
the Cinderella feature will be shown 
in all key cities of the country, ex- 
ecutives say. It will be limited to 
one store in a city. 


Show Takes 20 Minutes 


Women are invited to the store’s 
corset department to view the pro- 
duction created through collabora- 
tion of Kops’ advertising department 
and the Visomatiec System. <A Kops 


Brothers’ “educator” is present to 


conduct the showing and consult 
with women afterward. 

The show lasts about 20 minutes, 
and the corse. company is recom- 


mending that stores have one show- 
ing a day, allowing the remainder 
of the afternoon and the following 
morning for the educator to deal in- 
dividually with customers’ problems. 

The aim of the promotion plan is 
to bring women to the store and 
into the corset department, gripping 
their interest and inducing “the buy- 
ing humor,” permitting successful 
selling to follow in the atmosphere 
created. 


Puppets are pictured in the first 
scenes of the show, which tell the 
fairy tale in the usual way, with 


musical introduction. An announcer 
brings in the narrative. 

Completion of the tale opens the 
way for a modern interpretation 
with three sisters of today as the 
principal characters. The “two ugly 
ducklings” attempt to discover their 
slim sister’s charm secret by visiting 
beauty parlors, buying cosmetics, 


dresses and other articles, but to no 
avail. 
Everyone Is Happy 

Modern Cinderella decides to take 
them in tow, and does so. Their 
skepticism in the corset department 
is amusing. Modern Cinderella slips 
into the dressing room and reveals 
how Kops Brothers’ Sensation gar- 
ment provides needed support and 
molding, at the same time permit- 
ting freedom of movement in all 
directions. The portly sisters finally 
are induced to try the Nemolastic 
garment, for heavier women, and 
their expressed pleasure indicates 
the resultant purchase of two corsets 
each. 

Mrs. Raymond Ives, Vogue fashion 
ist, gives a talk. Corset department 


seenes are shown and in conclusion a 


few glimpses of the factory are 1 
vealed as proofs of excellency of 
manufacture. 


Hays Joins Smith & Drum 


Formerly assistant publicity and 
advertising manager of the Union 
Pacific, J. L. Hays has joined Smith 
& Drum, Ine., advertising agency, as 
resident manager of the Oregon dis 
trict, with offices in the Woodlark 
Bldg., Portland. 


Mittelstaedt Moves 


Oscar L. Mittelstaedt, formerly as- 
sistant to Emerson J. Poag, director 
of advertising and merchandising, 


Dodge Brothers Corporation, has 
joined Electrograph Company, De- 
troit agency. 

Congress 


is in Session 


The activities of politics, business 
and society are more colorful 
than ever before. You will enjoy 
Washington this winter. 


The best in accommodations, 
location and smart surroundings 
are available at this distinctive 
hotel. Write or wire for reservations. 


Nathan Sinrod, Manager 


AY-ADAMS HOUSE 


LAFAYETTE PARK AT SIXTEENTH 
NATHAN SINROD,MGR.. 


WASHINGTON , D.C. 
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makes your goods sep righ out in front 


COLOR in advertising has been known to increase sales 9-fold 
That compelling SECOND COLOR is ccw evailelile is the 


{.Konis Globe-Demorrat 


NEW COLOR @@ IN THE 49™ STATE 


GLOBE-DEMOCRAT ADVERTISING REPRESENTATIVES 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES PORTLAND SEATTLE 


Room 1200—41 Park Row Room 1618-360 N. Mich. State 4107 3241.2 General Motors Bldg. 742 Market Street Chamber of Commerce Bldg. 3225 N.E. 43rd Ave. Lloyd Building 


GUY S. OSBORN, Inc. nee ye ' 
Cortland 7—0504 and 0505 332 S. La Salle St. Siehaiee 2770 Trinity 2—7810—I—2 Garfield 4917 Prospect 0586 Trinity 6036 Elliott 6452 


H. CLYDE FISHER CHAS. H. RAVELL (Financial Adv.) JOS. R. SCOLARO R. J. BBDWELL COMPANY R. J. BIDWELL COMPANY R. J. BIDWELL COMPANY RR. J. BIDWELL COMPANY 
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CONTEST SHOWS 
BIG MARKET FOR 
RADIO ON FARMS 


Eveready Battery Drive Gains 
Much Interest 


New York, April 5.—A contest con- 
ducted on behalf of air cell batteries 
by the National Carbon Company in 
rural areas brought definite proof 
that a broad potential market for 
them exists and furthermore had the 
beneficial effect of adding 4,000 deal- 
ers to the list of those already sell- 
ing the Eveready product, ADVERTIS- 
ii Ace learned this week, 

Approximately 58,000 letters were 
entered in the contest, which started 
the latter part of January and closed 
Keb. 20. J. M. Mathes, Inc., is the 
ugency. 

The contest is regarded as an im- 
portant step in development of the 
market not only for the air cell bat- 
tery but also for radio manufacturers 
who have been overlooking a large 
rural sales opportunity indicated by 
the Department of Commerce esti- 
mate that there are 10,000,000 homes 
without electric current and there- 
fore unable to be seld either A. C. or 
ID). C. sets of recent manufacture. 

No definite plans have been laid 
for further advertising devoted ex- 
clusively to Eveready air cells, but it 
is believed probable that some will 
be made as a result of the contest. 
Mention is given the battery in 
Ihveready flashlight advertising now 
uppearing in magazines. 

Four Papers Used 

Contestants were asked to tell why 
air cell batteries give better radio 
reception, They were urged to go to 
their own radio dealers for informa- 
tion about the product or to write 
the company. 

Kirst prize in the contest was 
$1,000, with a total of 384 prizes be- 
ing awarded, Judges were Senator 
Arthur Capper, Kansas; Judge John 
Barton Payne, national chairman of 
the American Red Cross; and Harold 
La Fount, federal radio commis- 
sioner, 

The contest was announced by a 
two-page advertisement in 19 farm 
papers which was followed up with 
a combination advertisement on a 
price reduction and the air cell. 

A renewed interest in radio among 
rural residents was indicated by the 
event, according to the company, 
Which reports that there has been a 
srowibg feeling against storage bat- 
tery not only because of the 
price, but also because of the neces- 
sity for frequent recharging. 

The Eveready air cell sells for 
ubout $8.50. The user fills it with 
water and it is ready for use. The 
advertised life is 1,000 hours, but 
this is said to be conservative. The 
uverage length of service, without 
further attention, is reported to be 
1,200 hours, or about a year, 

A year ago, executives of the firm 
point out, radio manufacturers 
spurned the possibilities of battery 
sets. The air cell battery then was 
comparatively new. At the present 
time, they state, 18 prominent manu- 
facturers are making such sets. 


sets, 


Herbert Howes Dies 

Herbert M. Howes, formerly adver- 
tising manager of the Boston Globe, 
died March 29 at his home at Hing- 
ham, Mass., at the age of 69. Mr. 
tlowes had also been associated with 
the New York Journal and the Equit- 
uble Life Assurance Society. 


Picks Stevens, Inc. 
Michigan Tourist and Resort Asso- 
ciation has appointed Stevens, Ine., 
(rand Rapids, to direct the 1934 cam- 
paign for western Michigan. 


Woods to French 
J. Warner Woods, formerly west- 
ern manager of Automotive Merchan- 
has joined the staff of Oak- 
French, Ine., St. Louis, Mo 


dissing, 


leigh R 


McGraw-Hill Advance 
Waldron & Ginton 


L. D. Waldron, formerly Atlantic 
district manager, McGraw-Hill Pub- 
lishing Company, with headquarters 
at Philadelphia, Pa., has been pro- 
moted to the general sales staff, with 
headquarters at New York. 

He is succeeded at the Philadel- 
phia office by H. M. Ginton, formerly 
in the catalog sales division. 


Remains with Geyer 
Advertising of the American Prod- 
ucts Company, Cincinnati, was _ re- 
cently incorrectly reported as having 
been transferred to Curtis Van De 
Mark. The account remains with the 
Geyer Company, Dayton. 


WHO’S WOOING MRS. WEEVIS? 


THE folder “Italy and France” 
Has Mrs. Weevis in a trance. 
The prose and photographsshe sees on 
Kivery page are ample reason. 

For instance, starting on page 3 
We read “Come sail the azure sea 
Upon our Wonder Ship, exquisite 
As any Palace you will visit. 
Tempt your appetite with things 
Fit for banquet halls of kings. 
Come away from winds of winter, 
Leave the dullness of the hinter- 


Lands, and play on coral shores, 


With signoras and signors. 


Where the gondolieri sing 


Of life, and lips, and love in spring. 


Come to Venice. Come!”” And so on. 


THE SHADOW 


Campbell-Ewald 


Promotes Pair 


Detroit, Mich., April 5.—Edward E. 
Rothman and George O. Leonard, 
who have been associated with 
Campbell-Ewald Company for a num- 
ber of years, have been made vice- 
presidents of the agency. 

Mr. Rothman, who has also been 
named as a member of the board of 
directors, joined Campbell-Ewald 13 
years ago. His work has included 
service as account executive for 
Delco-Remy, Delco Products, United 
Motors Service and AC Spark Plug 
Company. As vice-president he will 


And the female both will read it. 


Mrs. Weevis wants to go on 

Such a trip (the choice of choices) 
Wooed by all these siren voices, 
—But for one thing—Mr. Weevis 
Who, his languor to relieve, is 
Contemplating Cuba, or 
Newfoundland and Labrador. 

So, until they both agree, 

They won’t sail on any sea. 
Advertisers should take notice— 


In this case, two sexes’ vote is 


act as account executive in charge of 
Buick Motor Company. 


In Service 14 Years 


Mr. Leonard has been with the 
agency 14 years as account executive 
for Olds Motor Works, United Motors 
Service and National Bank of De- 
troit. In the future he will contact 
Burroughs Adding Machine Company 
and Mishawaka Rubber and Woolen 
Mfg. Company, Mishawaka, Ind. Pre- 
vious to his connection with Camp- 
bell-Ewald, Mr. Leonard served as 
advertising manager of Dafoe-Eustice 
Company, and at one time he was 
connected with the sales and adver- 
tising department of Goodrich Rub- 
ber Company. 


Earl Hadley Leaves 


Grigsby-Grunow Post 


The receivership of the Grigs)hy. 
Grunow Company has caused the re« 
ignation of Earl L. Hadley as adver. 
tising manager. 

Mr. Hadley had been with Libby. 


McNeill & Libby, Chicago, Pen» 
Traffic Company, Johnstown, P, 
and the Cable Company, Chicayg,, 


prior to joining the maker of Majes 
tic radios five years ago. 


With Ralph H. Jones 
Hugo Parton, formerly with fr. 
win, Wasey & Co. and copy chief o; 
L. H. Hartman Company, has joined 
the Ralph H. Jones Company, New 
York. 


By men and women (fifty-fifty). 
And of import to the thrifty: 

You pay less to have it seen 

Than in a one-sex magazine. 

What is more, to charm the reader, 
Each month sees some fiction leader 
Hammett, Christie, Warwick Deeping, 
In a book-length novel, keeping 
REDBOOK active, fresh and read 
After all the rest are dead. 


Necessary to a sale. 


Tell your story where the male 


R 


Thus you make both sexes heed it. 


OF A MAN STANDS 


REDBOOK is a magazine 


Where your advertisement’s seen 


The new 


EDBOOK 


M agazine 


BEHIND 


EVERY WOMAN 


WHO BUYS 


erie i dr hs. ek “ ‘e ee Ey, ee Verma OL, ak RT OR ETO cs ae Ly See o ) ea! ie ae 
ie ee Ek ee. ; es oe ie oe ae 4 paB ? ie I aA . eat Saar o OS they ean V2 raat ae pies ares ay bagt FRa aes Sf ey Sy ene Mi Se. 2 
Mas é : ' ‘ oo P . hb, eae - : ay , my wee : f Ce Sie a Si TE 2 ih ae 
< . ‘ . wt ” . vee a - , a nee in * i 
‘ead es —- —— Ap 
: ——————————_—— — 
: $< 
| 
. J * 
; = 
| Am 
: | 
Po Yor 
4 \ 
, of 
a id 
a | as 
es Si \ 
hit ages ate 
ifs Sul 
. ' 
apy | | 
bef sees) - VJ 
phe Ue 4 . we ts cena 
a ‘ 2 Br Pa ss 
sey ce A $3 . pe ri. Se ae 4 ‘ ‘ 
= ae a ao fay pee, me - Bee ae PE ‘ ce ae lls tag oe Se “oe te oe Pi. . 
See a Ee EE Bete qaar a hae : ee < ‘ eas ead jee ae ee eS aa cee er ee a ne ar ae 
} ta eo ie : % a i : EARS teens Ne de a ee Bi Me 8 OP ee = et 
ete —-e 4 ie Pi. tay eA ees — a i Pr [ae Fie z A sae. a cane neo ee ee ae Bie a i ;, hoe 
a ¢ wa Pirin ia >. as Fi os a “ ‘ es ? ~~ ee eM oe a ts Soe | es. pt 
, US 4 eee eal he ; P pS. ae ar ee i i i ao igi «Ae ee : peer aa Sisal : eee ae i oe al 
oes eee Ot ee a ea 6h 
ee ee ee peg 4 . re 2 ae = ee. Eee a i oe Bist: Tay — ae 
sit WA ai etree rae a a3 ai 2 z a : a i te os = Paty Brae oon es 3 a : as m 
ht oe “ ‘ Noe F = See é ae A a eid, a a y 
Mo lla a : oe oy BOR Se sig a eh , et — —— 
wus ’ rt Mecache os ie that eo ae sai a og las ——— ee 
; | ne .\", ae a ea seine oe Se i ee Mos 19 ee  __— 
e 6 a. FS Dede See age cranes 23 f : fae ©, Sees —  ___ 7 
j a yet Fie : A Deion el aie eS ae 
ENE uae coe is af. > afi 8 pete mts eae ig ol ee yt 
| yr i, Goh ea Ce Rein, om ‘ii  « es aye. aad - ‘ q 
— | oe es oe ates i ea eyes == a e: cs — gee / 
¥ aa ieee ey Lae mi TRESS Li chai a "EE RE + ote na 4  ———— « 
. — Fis aa ES a ie cae i Bigg ass ——— e# ai can a 
oa ee ee on Clan ae it! ge ey # a r uk te ie be 
oo eh eee oe Fai ce a P Z = ~ Be i ca ae eee 4 eee j a 
He lets Saar ae Big ti oe fe ~ ‘ap Gl ee ake meee sy oe ee | ee) 
i J ie a Be aed “e ane —— ee a? te ee Vee. 4 
fe OOS oe a oe - : ee ia TBE ea ee Re . - ae = ett See ors : — 
a ‘ a . — @4#&;x“Qe i) Re — 
oo nl” i rai ath —— — Shea ve BA 7 a F Pil S13 A Ne cena > oe ae ie pe 
oS aa ae Ste, oO Cree i Me a 
Fe By Hh ated ee ie 5 eee see ea = a V3 4 oe ee Se eZ os sence pr Frege. 
oy Ws ag 1M oa ‘ 3 Bee ngs ate “ihn ee Be os Se i sot hig ae i oa ie ee 5 i eae # a eae 
a pe 7 Se aks os : ee fe | aaa asm? ees: ae ee ee ite” so orires: &: bs, bs 5 ae a aie. re. a 
ey «0c, i a oe lll—~—~—~C ee a oe are : oie Ve oe PR a $ 
ices. Ce ey ee _- ae Pa aader Ones * a oo 2 ee ; : a RS é Seas’ ae * | 
eng yo wares all gl << a a bes Zo ele - 7 : 
ee aN 7 oe ; a Ease 5 scan i) ag s re Seer ¢ atin s % Puy = bi pct Ps ate gk = renee e 
ee “ Gg” eee U ., Tizm™ hr gees, , oes Tia ‘ 7 » eae a ee P er ror eae Re oa 
ae a) ‘ . 3 3h a i a ES er. , _ ae eee ng i ae 
greats ee ee ae Ee ee ae eee ak qo ae pk: : aes " te ao i ie = oe SS aan . ee. Sees <a 
ry 3 ier “Sige Es es) de KS et ae ? ets le Be: boar 3 a tie 4, Sinton) " a" aa Pe 
ee Hel * Ng Agee W Neer ie ee Be ce fe + ee . eo ie ihe S 5, oe = es 7 eae is . Re: eT > ee rr ee a a 
ke oe, Pa : i a Og | a MM eM age a .. Pao F. ed " Fekes poe Fee. ¥ i, ia A ae 4) eae nee 
ie oH iets > 4 iii Re _ Sree ee 8 i Re is ee Si ae rasa Eee ape BS one tie a . te as seal wo 4h i be 
eh es th eS en a pe) a MS ee i e ee Beige get le dae ae een serssn “ge 
aera ‘ ay eee es ee me te Re ot dona ieee 3 a teat icc alee > RE fe Pe 
is iio. + get pilaek eM immed oe age... eo a ee ee a silage, Z a eee i. oe” ak Call 
Koa Atego te cdot SM 2s ke ee Ri, thea ‘ eee ee ao J 0 ae sia 5 ee Oy Bee oe fe a eee 
rae ar ire ca te ees , 3 Fee is. a wore ee : F ee ee eae eee ey ie uti rts : se tae nti 
Sage ie tiee RE te sd re Lg, ae 3 Ed Pi to Se, es ott, Pa, a. 0 eee or 
ie ly wig a , i 3 : pe Aer ier ge SS eee ae ‘ ails. b °° hg Saale Li 
geste iu hs i is "% ee : , ™ ee —<— eee ‘a 
apt y sael r ee Sty Wi, 3 z ee eS Pi mene eet > if 7 : ieee emer 
tte fe : -. ’ Fie Ki os es % e f & Mr és a af =~ - oe Eee : 
Baten *y ee “i Pi, a de ke ee : ‘ 4 ES ie ae wey < t 
arene Py aa ' Paige is > EP a a DR ag. ‘eee ae eae ee 2 
a 2 a Re _ Bess pe 8 we Peas oe ce ni 5 Pepi SOS 5 ge cr i aie eee Pita , 
bo! Been 7 } a a be ieee Pr ee ‘ (SEDER. TNE a ies ea ae re eee a a ee apa 
Rie ere af: %, “EA _ “a eee “4 ES me aM ok Ree AF o> as bias 
Zp te 229 ees ee tsi, aia. i mae Lee, a Le et ie ee Ae 2 1 eee Me e. ae ‘i 
ieee ! eg, es oe wae. PM tote ae “4 
=f ae 6 5 iz Ce iy Me aie a y Wa op Pang ons hd Roi i eg 
mA : a ag . me Se 5 wis Sn ae cee See “GE Sisal alate eee Ss 
ew 4 is MM ii i — —- a . Re r ae fee tae | Ieee ope nane ee ee - 
, ty 1 eee 25 a 3 S44 Seas os ee aued Ape Ss xt 
are ad ee. ne ee RRs, i i \ a a ee SM ee, es ; 
vitae =r 7 * ome Bags ea in. . I Si a, os Bo a oy Ete Sis te 9 A - ea 
pe aa : Yes aaa 5 Oye a i i, eae Ae ai oS) ee a Sal PG ; 
a, a ee. ie te ca ce SOG CED = aang ot wages eh eh a na oe eS 
as PS aa 4 — tye pes ae Ms ty. ee Ee OES, Fee us Ms ai aia Bias th: io 
‘id : . po Oe as as : oS Ge ae ee Ey om Kev 
a ae 5 ee gs BE ee aa ee : ee * Bere” ae a. ae ae 
oS SY . = ree eee ore winch ha nae eal | ae prunes te EN a 
Beas tt ea hop nj 5 Me ges eo pee 4 ae ae <a ee 
ri, > Et et ae % ‘se ic seepage 0: ge ¥ ‘ a ¥ 3a "a Pete hn ae a ‘an 
a ae ° a ee ve j ag - > = cial Dh § ae 0 Vii ihc sa 
~ — ee De ; ; , i= F Be ie pee ae” a 
; ae ee (a ee (i . : a oo Fe is ete ee 
ON tia se eae = ee : ‘a . eo a -_. air Poe : epee est ee 
Pail i Sr i a We eee a ae / Bee F a Ps -— 2 § mie 2 - | Fe 
Boy hashen th ale ae a _: ee hi ae € - 2 3 i Bos es Sah: 
ieee 0 , Eee F — ae Sigs ea ae Ca Pie ee i Soe 4 ‘ a te hoe ad 
Siig A ae . an oe ee Se he apt i . i fe Lo eee eee Fis : Ja _ ets aes : 
Ege aan PR eas ig ca ee Sree Oa na lc a a ee a. Wee a Be a re 
Rect an oe ane aa Be A Ot ee eS ae See ae BE ‘ ? cae . i ‘a d oe, a 4 J ae ee ae ’ 
oo, ype Tee og Ree - eee ane “ree ee a a ul Ba - ‘ a Es ‘ sige F ae % ttag 1 F 
Wea as  * Sits eee "2 a sc doles Se lees " ee — aie i teks : (3 oe oi Pag ae 4 ee : ] 
fn i aes ee — = ee eS ae Fg re ae —— . <r 2 es 
= oa a es aga ee a ere e Pid © —— sie Zs Je a F FE Fe . os Es eee 3 are t hei d j 
Se at eric Bs. ie a eee "aadidy ig ce heel ase Ce ae a : J : ae Serre) =". 2) ayn ia ae 
20. ia ae Be ah eee is mit tes ¥ ae Ff fe $3 a —_— = 4 - 2a ee P. eae Aas BY aun Hint 
‘4 ee hs Seek cree eas ea ikee'g bei , ae "2 a ao * a a ... 2a 3 ee Ss a 
e es ‘ef ta Ree ce oc CB eee Ps ides sts 4 Ps ea ‘“ i 2 Ss ees we eS J ae 4 ree oe 
> in bok se Bie co RAR Sn Be er 3 ea a Leon eh 3 si oP gee fg # Pens — ~Ne : fo j a eS 4 eee ee 
, eat GE Oe a wt “ft ££ a SS - eo - -@ Ee . sh ee a one 
ee; sxpoe Pg + Si RE Ra Te ea 59 F} ieee pee a ie : Bee poe Pes F = Bs. ss es Ge ae 
Polar rey ae i vee Ba go ee wey rs ) is . # ee eg et gis patie ke ae AA s ee a ee pe, rd et 
ors ic _— <= £* eee * — ~. . fits ee ) fee = ‘ —— 3 Bis es A a 
ie gee he pins ee 4 _ : ™ _ ee Be fe ae pies. al eae ‘i Sse 4 ee ae i Rede oT oi 
om. Coa ; Biles hs MR me Be ft a ‘ “ny Ss: es ; tee or a eS % Ra Re an es e = Lei i an 
: k i PB os , a ee 4 ee 3 4 eS 5: alm j a? TE eee 5 i ea 
Be % : Es Mat. ¢ E ee oe 3 a3 3 Bees é ers , 
ie as 2 Mua Res a ee! - i ia ? i Mie a nn ie — |. li te 42. aes ea 
ee Re Bie ee ee sig Rs!) ae . é i aa ; Ra I Re agate Se cae tee 
i ci OB » > on Fa Ai re ee ee oS Dae ake 
oa Sia Ge ie ae eae + ee m. * ee Be ae fe a Re J a ae & ata tea a 
sr ‘he ap q pe es se se eee Li ie ‘ >» aa ae a OF Sen oe ire Be aoe RE a ee 
ie Bea is SE Sc cake oe 8 Fiero , § ee ao serene me ES ae eae i : 
wee - ; iin etapa masharees x om ee ee % % : i. © MRE cite PEAS. Ba wa Te ae 2. oe Bee E 4 pe S eae ae 
ie n :; ae Peer ane Fae eens thee ke = 3 a a pee id a “ae 2 Bis re Poe mane Bee Se 
ag a Ra tak eS Bee ta * Bs — ne ee ah De SSeS ee. : : 3 Sa a Saree. 
iin % Ba. : ? iets oy 3 | a Pe as etc. > Sena se — é: ; =e = —— 
wae ge ih Bee has il J bes a “oh Soe em, . ee a So Ose § ae 3 a . a See. Loe * 
a + oe Oe at, gh \ Sa Rk. ye F > 3 q = 4 Bs eg aa 
ee =o oe ee Ce oe d ii ‘ ; ' ee ae 4 : — . ee se 3 
<tc 2 ees hs aa : pea - ‘< , =a oa pre YY ——— OS ae Oe Be pete om 
ie ce aa RE ca ak eat, ee a “a ef et a es . a aia She ot 3 be ee Se ’ 
¥ sy = % Rae Oe Baten See te A S y y ee i Bea ee di 3 “ be "Sad 8 
He" aati : en ial sie es, fe ee 
ais ; ss Pie a ~ oo ee ee 
Abii oh oe a $ = Be Bore soncaceae C C 
a a aa 
eg te 
Se a Oe 
Peas Eee! rh 
- ee 
es 
a) 
Wig sin otto 
ak we — re. 
S Amepts abe Pd 
aac, oer ga : 
Bags 570: crass, ae 
Ns Sa an es 
"ate Die a am = 
oy Glee ee 
es. Foe a a 
Reh vtge raete See de <a 
bs rae a a . 
eRe late de ae 
jaa ee a 
os iy Bee K. 
pees eee? 
fo 
J a ana 
a oe Oe 
Oe ap eae | 
Sy oS ee 
Se ee ee 
pie eee 
See 
hoe ea ~ 
se ey Shenae 
Wainy. 
at * oo ie 
me a a 
pei oe 
Beg 
ane a 
5 WF a 
ae ~ 
# 
I 
eas, - : 
pare aa 
aa ed pase 
he Day os 
ee ee ee 
_ = Gere 
jag Tes 
ae aie 
ae see 
; e oe ee 
wat 
ee ee a a rt —— 
re? = 
a ee 
3 > a 
4 ome TM : 
gree: ae 
a <i 
- ee ee 
sont ae PO 
ee 
_ et: 
Pe P| 
Sa ee a; 
a3 e ‘a ee 
2 5, aS cannes 
er f =. 
\ eer ee en 
chet ame. 
ae F 
| 
oa 
ee iP aod 
Bes, hee 
4 ae 
SS a as te} 
Seo ea 
on Bee tes a 
a 
eee a eae 
ay shee & a - 
coos ag er aoe 
gate Ge? ys eto j : : : 
‘a Mpa eames as ARs Ne arene pene PE tpi olf 3 Cee Bhi, é 
Bet tee Siegel yeaa SR Diet S Seo RAR ag to at eae een) eRe eee ert See ee gee ee EN Sas | ee Re Pees t ‘ . - : 
ee aha ~~ te teers ee pects es ty compe fel Ne ek Bei ish cs getelhg stale oe Pad ee aig: "ih eeu og eae a PLE oe Rh, dae ORs aan (ar) Beart ace ieee i / 2 i ae 
_ 3 of Bie oak Aint inet a Caen Raa erate SE eee eR es UA ke Oe eae oer | De kis A NE an SRO 2 Pee te ar be tr et ek en RE Py We Be Ae 3 . € ee: ss sh AsO j 
ee ae sae: oe ie eee Cae), : ee ae SOG Ae oP is Zee ate EN ak SP ays 2 ll Sea Re. meer ee rey acne wee Saag cre, Se eae ae 2 > Peo eee ie ay ae Ce Pe eee ET aE DES LTS ema ead See a a SAS Ah ie E ae et ‘ TS SA ath res as | ee a Bim Bee) 
ae 2 ei ae mS  « ey eae ee ) ir eer eee oft. Meet aes A setae ha ae ae tess Se a oS te gia ot a ee cis) Piven ie pees if SE ee Ok ek Meee ee a ae eee oe ae oy a eta Ae rae Ea Pt ga 
a MM eae rota pe sent sare A, eee ee al aes ' ESP ER NS PN Sno ot RENAE Mesh Pfs BMY CO In ELT) ont oY glee geet ae Ara heats eam eats <r ie ica Wg eccecat aber tae Be 4 She rauae = a ; rape a pages k 
sy ‘ rs poy abt Som Dee Oh atin ey RL ot gas Sb i A Se eek Shh dar ak Core EELS BOI Coie a CaO pn sh i ig Re ees Shee Ye SO eee hy patron, oes cr tin aoe yy Se Ts piece eee ena Ts. PS 5 pe Vi Aah ate 2 Bugs ss wee 
‘4 er - PTO IE ai a LAS Lx Rg rae Pa ES ihre We Sat Te RRA LC tps Eat of ge aeiger sete, f Tee Bee pple tep apr as ha VO SCTE NYS oe Poe hes Vereen ale ai soa pe eee ee Drs (Capea Ses 
— een. ep oe Fats Yee hoe Je iq ar 4 etal iy ; Sg - - GSN SRA a Bent ta es OR TER k7 le aS Parsing, (xi aden ghana’ 08. Pepys Pod fe 
> 7 ‘ be Sore darn wae es CR < nate eee pe ome ae 2 ne eo gh Be AS) ar j nen fice chew ae Hee Nak se aa De al nS to mM eB fos Os 
- - Le aes ee Be fa ot oy ie NSIS any Pe eae ria ie ran Sia. | | ERE pene eee Ey i tae tes ites par ge Baa Pa cae 


April 7, 1934 


—— 


ADVERTISING AGE 


a 


_ 


oming 
Conventions 


April 24-27. Annual meeting, 
American Newspaper Publishers As- 
sociation, Waldorf-Astoria, New 
York. 

\pril 26. Annual dinner, Bureau 
of Advertising, A. N. P. A., Waldorf- 
Astoria, New York. 

\iay 5-6. Spring meeting, Associ- 
ated Business Papers, Inc., White 
Sulphur Springs, W. Va. 

May 7-11. National Premium Ex- 


SHORT 
STORIES 


ARTICLES 


SERIALS 


FEATURES 


COMPLETE 
NOVEL 


position and Convention, Palmer 
House, Chicago. Annual meeting, 
Manufacturers Merchandise Adver- 


tising Association. 

May 18-19. Annual meeting, Ad- 
vertising Affiliation, Royal York Ho- 
tel, Toronto, Ont. 

May 21-23. Annual meeting, South- 
ern Newspaper Publishers Associa- 
tion, Asheville, N. C. 

May 22-23. Annual meeting, Amer- 
ican Association of Advertising 
Agencies, Mayflower Hotel, Washing- 
ton, D. C. 

June 17-20. Annual meeting, Ad- 
vertising Federation of America, Ho- 
tel Pennsylvania, New York. 

July 10-15. Annual meeting, Pa- 


by El 


Good Are. 
uipertso™ 


tner 
—and your par 
vate Y' 


cifie Advertising Clubs Association, 
Portland, Ore. 

Sept. 10-13. Annual meeting, Finan- 
cial Advertisers Association, Statler 
Hotel, Buffalo, N. Y. 

Oct. 7-12. Annual business meet- 
ing, Direct Mail Advertising Associa- 
tion, Statler Hotel, Boston, Mass. 

Oct. 18-19. Annual meeting, Audit 
Bureau of Circulations, Stevens Ho- 
tel, Chicago. 


Franklin Bankrupt 


The H. H. Franklin Mfg. Company, 
producer of the Franklin automobile, 
has filed a voluntary petition in 
bankruptcy at the federal court at 
Utica, N. Y. Giles H. Stillwell, Syra- 


cuse, has been appointed receiver. 
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GM Raises ’34 Prices 


General Motors Corporation has 
made the following price increases: 
Cadillac, from $100 on the LaSalle 
line to $300 on the Cadillac; Buick, 
$65 to $130; all Pontiacs, $20. Chev- 
rolet prices were advanced $30 on all 
master line models and $25 on stand- 
ard styles. Chevrolet commercial 
cars and trucks will add $20. 


Three Join Agen 


Donovan-Armstrong, Philadelphia 
agency, has added to its staff Nor- 
man Vickery, formerly with Calkins 
& Holden, as art director; Charles 
Green, in the new business depart- 
ment; and Elsie M. Levy, formerly 
with Eugene McGucken Company, as 
space buyer. 
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MILWAUKEE 10 
BE ALL LIT UP 
FOR 2 MONTHS 


Bargain Sale in Electricity 
Offered by Utility 


Milwaukee, Wis., April 5.—In one 
of the most unusual efforts to build 
up consumption of electricity ever 
made by a public utility, Milwaukee 
Electric Railway and Light Company 
is giving its subscribers ‘a sensa- 
tional spring bargain offer” in which 
they will be allowed to use all the 
electricity possible during the 
months of April and May “at a 
monthly cost no greater than for the 
meter reading period ending’ in 
March.” 

Large space in the local papers is 
being used to inform the public of 
the unusual offer, and to advise them 
that they will shortly receive a post 
eard telling what their maximum 
bill for the two-month period will be, 
and also informing them of the be- 
ginning and ending dates of the spe- 
cial offer. 

In effect, the offer means that a 
householder whose electric bill in 
March was $3.50, for example, may 
use as much current as he likes dur- 
ing April and May and his monthly 
bill for those two months will be no 
larger than his March bill. If he 
uses less current than in March, reg- 
ular meter rates will apply. 


Surplus of Current 

The special offer is open not only 
to householders, but also to stores, 
office buildings, hotels, restaurants, 
and all others who are regular users 
of current, except seasonal custom- 
ers. 

“This unusual offer is made to let 
you test the full advantages of a 
greater use of electric service at 
slight cost,” the newspaper advertis- 
ing points out. “The offer is made 
possible by two conditions—a _ sur- 
plus of hydro-electric power in the 
north and the inability of northern 
industries this year to use their cus- 
tomary share of surplus power now 
in the form of snow. Soon it will 
melt and flow down the rivers. We 
propose to turn it into electricity 
and send it over our 132,000-volt 
transmission line for free distribu- 
tion to our customers.” 

To prove that the offer is no idle 
gesture, the advertising also includes 
definite suggestions to residence, 
commercial and rural customers to 
increase their consumption. 

Mr. and Mrs. Homemaker are 
urged to “turn on all the lights when 
you’re home at night. Burn some 
all night, also when you’re away— 
it’s good burglar insurance. Bring 
out the percolator you haven’t been 
using of late—the waffle iron—the 
toaster. Use your portable heaters 
all day if you wish.” 

Similarly, Mr. Merchant is urged 
to “light up! Brilliant window 
lighting attracts customers. A bright 
interior makes for easy selection, 
quick sales, more business.” Lights 
in the farmyard, barns and home, 
and greater use of electric appliances 
are suggested for farmers. 


Premium Men Hold 


Convention in Chicago 


The fourth annual National Pre- 
mium Exposition will be held at the 
Palmer House, Chicago, May 7-11. 
A. B. Coffman, 35 E. Wacker Dr., 
Chicago, is convention manager. 

One of the most important talks of 
the meeting will be that of Charles 
Wesley Dunn, legal counsel for the 
association, who will discuss ‘Pre- 
miums Under the New Deal” Tues- 
day morning, May 8, at 8:30. 


Buy Gas at Flat Rate 


The Tampa, Fla., Gas Company is 
offering a monthly flat-rate gas rate 
to purchasers of Electrolux gas re- 
frigerators. Under the plan, gas used 
in operating the refrigerator would 
not be metered, a stable charge be- 
ing made each month. 
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ADVERTISING AGE 


April 7, 1934 


Plan Program 


For P. A.C. A. 
Portland Meet 


(Picture on Page 24) 

Portland, Ore., April 5.—‘‘Adver- 
tising Can Take It” will be the gen- 
eral theme of the Slst annual 
vention of Pacific Advertising Clubs 
which will 
here for a six-day meeting July 10, 
Don Orput, manager of the Advertis 
ing Club of Portland, who is han- 
dling executive details of the conven- 
tion, has announced. 

About 
to attend 


con 


Association, assemble 


| 
| 
500 delegates are expected | 


the sessions, which will | 


a me 


continue through July 15, Depart- | tion was launched at last week’s 


mental gatherings and round table 
discussions will be featured on the 
program, with one or two “big” men 
in the national administration sched- 


uled to appear, together with a lib- | tiofmann, general convention chair- 


eral sprinkling of women speakers, 
who are expected to lend special point 
to the program for the several hun- 


dred advertising women who are ex- | 


pected to attend. 
General sessions will be held at 


noon each day so that local business 


men may attend, and the entertain- | 


ment features of the program will 
include a visit to the new Bonneville 


dam and the famous Eagle Creek 
trout breakfast on the opening day 


when a tour of the Columbia River 
highway will be made. 


member of 


meeting of the Portland Advertising 
Club and the Women’s Advertising 
Club here when Walter W. R. May, 
president of the P. A. C. A., W. J. 


man, and Laura Otis, president of 
the women’s club, gave short talks 
on the convention. 

Interest in the talks was height- 
ened by a wine-testing contest which 
preceded them, when the advertising 
men and women were given a blind- 
fold determine which knew 
his wines best. Miles Standish, local 


test to 


printer, walked off with the honors, 


correctly identifying three of six 
types of wines, while Anne Segal, a 
the women’s club, was 


Local preparation for the conven- | runner-up. 


Four o’clock at the fourteenth tee... and guests coming for 


dinner. A close connection? Not for her! As home manager 


and hostess she has attained 


an efficiency any business man 


might well envy ... Nor is she an exception. There are hundreds 


of thousands of her... advanced housekeepers active in sports— 


civic affairs—the arts—yes, and politics. 


They’re through with the “endless round” of domestic 


drudgery—they’ve employed modern methods to gain 
leisure for self-expression. And their broader outlook 


makes them better wives and mothers. 


Simmons Transferred ; 


A. J. Lorenz Added 
California Fruit Growers Exchange, 
Los Angeles, has transferred R. 58. 
Simmons, assistant advertising man- 
ager, to the growers service depart- 
ment in charge of organization pub- 
licity. He will also edit the “Sunkist 
Courier.” 

Anthony J. Lorenz, who was con- 
sultant on scientific research for Lord 
& Thomas, Chicago, for six years, 
has been appointed director of nutri- 
tional research for the exchange. 


Offers New Plymouth 


Plymouth Motor Corporation will 
market a new car to be known as the 
| DeLuxe Town Sedan. 

meet dealer requests, it is priced at 
| $685 f. o. b., Detroit. 


Naturally such women favor a publication which balances domes- 


tic routine with personal interests, just as they do. Woman’s 


Home Companion is more to them than a source of practical 


ideas for conservation of housekeeping time and energy. It is an 


inspiring aid to individual development. 


From a merchandising viewpoint the enthusiasm of these 


modern home managers is invaluable. It tends to step up the 


growth. 


Companion 


THE CROWELL 


PUBLISHING 


COMPANY .« NEW YORK 


voltage of advertising current; promote that keen relish 


for the new and improved which is the vitamin of sales 


Developed to | 


Information 
forAdvertisers 


The following documents may be ge. 
tured without charge by any nationa] 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE, 


No. 583. 

A thought-provoking folder issued 
by Michigan Farmer which points 
out service to the reader is far more 


On Overdressing. 


important than “beautiful — typog- 
raphy and printing on fine paper 
stock.” Also contains data on the 


Michigan farm market. 


No. 584. Baking Industry Facts and 
Figures. 

A carefully selected and coordi. 
nated collection of statistics on the 
baking industry, presenting much 
valuable material on its size, distri- 
bution, buying habits, ete. Published 
by Bakers’ Helper. 

No. 570. The 
Beauty. 
Complete results of the third sur- 

vey conducted among Modern Maga- 
zine readers to determine brand pref- 
erences and purchasing habits in so 
far as cosmetics and beauty aids are 
concerned. Presented in the Feb- 
ruary issue of “The Dellegram,” pub- 
lished by Dell Publishing Company. 


Third Survey of 


No. 538. Without These People the 

Town Could Not Function. 

An unusually interesting and at- 
tractive report of a study of the type 
of readers of National Geographic 
Magazine in Montclair, N. J. Attrac- 
tively presented in pictorial form 
accompanied by brief explanations, 
the volume contains a great deal of 
information about the publication's 
readers. It also contains a break- 
down of the percentage who bought 
automobiles, oil burners, etc., during 
the depression, and an analysis of 
subscribers’ reading habits. 


No. 568. 
Market. 
The small town market was first 

out of the depression because of the 

new Government money it received 
through farmers, according to this 
analysis by Household Magazine. 

Under the terms of the Agricultural 

Adjustment Act, it reports, over 

$800,000,000 in reduced production 

payments will be circulating in small 

towns in 1934. 


Selling the New Money 


No. 573. Time—Today—Tomorrow. 

An unusually effective brochure 
illustrating the results of scores of 
reader tests on Jime. The unique 
maps not only point the necessary 
morals, but also lend decorativeness 
to the volume. 


No. 576. Six Redbook Novels. 

A compilation, in book form, of the 
first six novels which have appeared 
in Redbook since the magazine 
adopted the policy of publishing 4 
novel complete in each issue, Dashiell 
Hammett, Mignon C. Eberhart, Sil 
Philip Gibbs, James Warner Bellal, 
Agatha Christie, and Charles L, Clif 
ford are the authors represented. 


No. 561. Bursting Into Popularity. 


A portfolio introducing Albion 
Offset for letterpress and offset print 
ers, made by American Writing 
Paper Company. The samples are 
produced by both methods to show 
the comparative results. The full: 
color pieces are exceptionally well 
done and carry many ideas for color 
combinations and folds. Swatches of 
the full line are included. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

effectiveness, conducted among its 
subscribers by Business Week. The 
book points out how advertisiné 
makes a sales story stick and how 
it builds preference for the adver 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business 4d 
vertising, the effectiveness of which 
cannot be gauged by coupon returns 
or direct sales. 
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E'S a power in producing sales. Old enough to 
[know what he wants. Young enough to be- 
lieve in getting it—now! 


He’s a typical reader of boys’ magazines, and he’s 
more than a million strong. His likes and dislikes are 
mirrored in family buying—or rejection. 


Whether it’s soup or cereal—cars, clothes or radios 
—make him like your product and he’ll make money 
for you. Sell him and he'll sell the family. 


But you’ve got to reach him first—and reach him 
right. He doesn’t confine his reading to a boys’ mag- 
azine. But his interest is there—and his response. 
- You can buy comics and radio—newspapers and bill- 
boards—BUT unless you go where his interests lie 
you'll probably miss him completely. 


Maybe It’s Costing 
You Money— 


T CAN be costly, too. A market of more than a 
million that buys for itself—that asserts such a 
powerful influence on family, buying is too good 

to pass up. 


And—too important. Consider this. You can sell 
his mother and his kid brother, but if he doesn’t like 
your cereal or soap, your bacon or beverage—it won’t 
last long in that home. 


He represents a vital million. He’s a leader among 
boys, and he’s the inside track to family buying. 
Sell him and you’ve sold the boys in his neighbor- 
hood. Sell him and you have his home buying in the 
hollow of your hand. 


The Open Road for Boys reaches a large 
part of this vital, important market. 
For quick action, for steady sales, for 
profitable advertising, cover the boy field. 


PEN 
OAD 


L. S. GLEASON, Advertising Manager 
122 East 42nd Street, New York City 
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ued. An “honor roll” for football | motional manager, is that advertis- G ] Ti Benny, Frank Parker, Mary Living. eS 
IRREGULAR fans’ signatures was placed at each |ing will be sustained at a high peak ene ra re stone and Don Bestor’s orchestra. 
Associated station, the company hop- | throughout the year. B t B d et and starting tomorrow, is an impor. F 
ing to amass a large enough number “Our present advertising has 137 Ooos S u g tant innovation. , 
of names requesting the continuance | papers on its schedule,” Mr. Deal 40 % for 1934 All of the company’s 1934 space ] 
; of these broadcasts to calm the/said. “The complete campaign will 0 and time has already been con. | 
oi doubts as to their popularity in the | go into 53 newspapers and the secon- — tracted for, Col. Kick said. 
‘ AS minds of the athletic authorities at |dary campaign into 84. This in-| ay.on 0, April 5.—Confident that one =, Blagg ot the 
the various universities. cludes full pages in color in the tale agar ‘ ; ‘Arcy Advertis y, St. 
USED FOR G The advertisement announcing the | Portland Oregonian and the Spokane ee retain ry a Louis. _—— 
ee 1934 broadcasts declared that “by | Spokesman-Review. We are using greatly increased tire business this Oe Ni 
H H apecinl request of SUA/0cs Warterners jtrede papers and & mo wot Of 8Oe- year, General Tire and Rubber Com- Hold Typographic Exhibit teent 
Associated Breaks Big New we will present football broadcasts | tional magazines, including full pages | pany has increased its advertising The annual exhibition of Chicago can 
. in 1934. Permission to broadcast is |in color in the Pacific coast edition appropriation 40 per cent over last | fine printing sponsored by the So. Agen 
Campaign on Coast no simple matter these days. Pay-/of the American Weekly, and will year, Col. J. A. Kick, advertising ciety of Typographic Arts will be ond 
ment, in no small sum of money, |shortly start using outdoor posters | | anager icin eieiiedeiealll held at the Newberry Library, (hi- the 
—— must go to the conference schools.” | jn the metropolitan areas and on the|  ,. chet i ee increased | ©48°9, May 7-June 30. Entry blanks Dp. ( 
. WTO .. - luesten btahware,” rhe largest share of the increasec may be had from Joseph Carter, 8 S 
ais San Francisco, Cal., April 4.—Ad- To Sustain Effort {eae oe te es appropriation will go into national Michigan Ave., and specimens should Th 
es vertisements using “staggered” space In keeping with the present trend 2 magazines, Col. Kick said, while|}. cent to Ernst F. Detterer, New. regul 
‘ of irregular shape, a new note in| of sasoline advertising on the Pacific Druggists Cooperate ‘newspapers and radio will also share. | perry Library, 60 W. Walton Pla place 
Miss gasoline advertising om the west| .oact the Associated Oil Company A chain of independent druggists.) The new campaign places emphasis | hefore April 9. Wi 
coast, marked the opening of the| wij) also use small space poster-type | Allied Drug Service, has been formed | on the silent safety tread tire re- —_—_—- et 
spring advertising campaign of As- newspaper advertising, in which the in ee .. -— _— advertise | cently introduced by the company as Picks Fox & Mackenzie oy 
> sararte . H ‘ P , P Yo lifarnis = ” . re 4 4 "Ss > 28 * - s » . 
34 mre oo pigeon: Ag bys company’s pioneering efforts will /25 local and 5 ais tare, Pines |*" gosta ene om its How-ont-proet Breskin & Charlton Publishing sions 
: ' : spi S]again be stressed. call for full page newspaper adver- | #4 Jumbo ow-pressure tires. Corporation, publisher of Modern as W 
a re epaeee. ; Another radical change in the pol-| tiging weekly, the first of which ap-| “ 26-week once-a-week radio Pro-| packaging and Packaging Catalog, mem 
The initial advertisement eM-|icy of the company, according to | peared March 22 in the Cleveland | 8tam over 50 stations on the NBC-|has appointed Fox & Mackenzie, will 
ployed seven columns, starting with | parold R. Deal, advertising and pro- | Vers. | WEAF network, featuring Jack | Philadelphia. ‘aia 
the second staggered upward toward ' agen 


ry, 


the right hand side of the page; the 
first three columns giving a staircase 
effect, and the last four running 
straight across. 

This unique shape was selected by 


Lord & Thomas, whose San Fran- 
cisco office handles the account, 
“more for its attention value than 


merely to save 15 inches,” according 
to Walter Doty, account executive. 

This is said to be the first time 
that this particular layout has ever 
been used in newspaper advertising. 
H. J. Heinz Company is utilizing the 
same idea by preparing a series of 
individual and different sized adjoin- 
ing advertisements that in the ag- 
gregate resemble the shape of the As- 
sociated Oil Company's present ad- 
vertisements, but the current series 
is believed to be unique in that the 
layout ignores the column rules of 
the newspapers entirely. 


Space Carefully Figured 


As a result, the campaign has met 
a certain amount of hesitancy from 
newspapers, but all but a few of 
those on the original schedule have 
accepted the advertising, according 
to the agency. 


This style of copy was decided e ie 
upon after serious deliberation on a 
the parts of the company and its PEs 
agency as well as conferences with Fe al . 


various publishers. No attempt is 
made to restrict advertising on the 
same page. Officials agreed that 
dominant space should be used and 
settled on 60 per cent of the type 
page as being sufficiently dominating 
for their purpose. 

The pioneering work of Associated 
in introducing better products is the 
keynote of the campaign. The cap- 
tion of a typical advertisement, for 
example, asks, ‘“Tetraethyl?” and 
continues: 

“Users of Flying A Gasoline get 
the improvements that count months 
in advance. Tetraethyl in June 1933, 
for example. All the important im- 
provements that have been made in 
the past—that will be made in the 
future—you'll find first in Flying A 

the pacemaker of gasolines. That’s 
why users of Flying A, month in and 
month out, get more value for their 
money—more miles of better driving. 
That’s why you should try Flying A 
gasoline today.” 


Will Broadcast Games 


Another phase of the advertising is 
the reproduction of an aero-dynamic 
automobile first used in the com- 
pany’s advertising in 19382. This 
series points out the fact that the au- 
tomobile industry now recognizes the 
Flying A principle. This car proved 
a forerunner of the present day de- 
velopments in streamlining of auto- 
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..FOR THE POWER OF THE 


Bee IN the library among bound copies of The Saturday Eve- 


ning Post. Renew your acquaintance with Letters of a Self-Made 


Merchant, with Get-Rich-Quick Wallingford, with Judge Priest and 


gentleman. Watch Charlie Chan solve one of his famous cases. Shake 


me 4 TUGBQAT ANNIE 


z 


MR. GLENCANNON 


CHARLIE CHAN 


your fist with Tugboat Annie at the snooty liners of the waterfront. 


You know these characters, and a score of others. They are part of 


mobiles, according to the company, Cappy Ricks and You Know Me Al and Potash and Perlmutter. your life—because you met them in the Post. e 
and will be used throughout the en- Come down through the years with Tish and Bab and Mr. Tutt and And for more than thirty years of the big parade of Post characters; lising 
ay campaign as the Flying A sym-| Florian Slappey. Laugh again at Jeeves, that resourceful gentleman’s Florsheim Shoe advertising has kept step. ‘mpl 
vol, 

The company has also announced 
with large space newspaper adver- 


tisements that it will again broad- 
cast the Pacific Coast Conference 
football games next fall, in response 
to publie demand. 

After the termination of last year’s 
football season the Associated Oil 
Company announced over the radio 
that unless the public requested it 
the broadcasts would be discontin- 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND 
LIFE TO THEIR CHARACTERS IS THE SAME POWER THAT GIVES 
NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE ¥2: 
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| Four A’s Meet 
In Washington 
May 22 and 23 


New York, April 5.— The seven- 
teenth annual meeting of the Ameri- 
can Association of Advertising 
Agencies will be held on Tuesday 
and Wednesday, May 22 and 23, at 
the Mayflower Hotel, Washington, 
5:¢C, 

The executive board will hold its 
regular quarterly session at the same 
place on Monday, May 21. 

William C. D’Arcy, chairman of 
the board of the Four A’s, will open 
the convention. The first day ses- 
sions will be open to invited guests 
as well as officers and executives of 
member agencies. The second day 
will be given over to discussion of 
agency problems and election of offi- 


cers, and will be closed to all but 
members. 

The annual banquet will be held in 
the ballroom of the Mayflower on 
the evening of May 22. Speakers and 
details of entertainment have not 
been decided upon as yet. 


a 


A. B. C. Board Holds 
to Friday Meetings 


The next meeting of directors of 
the Audit Bureau of Circulations will 
be held at the Astor Hotel, New 


York, April 27, it was announced 
this week. 
The meeting was scheduled for 


April 28, but members of the board 
expressed so much opposition that it 
was decided to hold future meetings 
on the last Friday, as heretofore. 


Ad pertioes Derb y 


An invitation to “Attend the Ken- 
tucky Derby at Louisville, Ky., May 
5,” is being extended by the Falls 
City Brewing Company to highway 
users throughout the country through 
the medium of 750 outdoor displays 
being erected this week. 


New Oil Burner 
Is Introduced 
By Kelvinator 


Detroit, Mich., April 5.—A new 
pressure type oil burner, supplement- 
ing the line of variable-flame equip- 
ment which the company put on the 
market in August, 1933, has been an- 
nounced by Kelvinator Corporation. 

The new product, according to 
Charles Van Maanen, manager of the 
oil burner division of Kelvinator Cor- 
poration, is expected to constitute an 
important step in the comprehensive 
program of oil heating and air con- 
ditioning activity contemplated by 
the company. 

Owing to the increase in applica- 
tions for installation permits, and 
the interest shown at the Philadel- 
phia exposition, as well as the en- 
trance of some of the country’s 
largest manufacturers into the field, 


Kelvinator officials expect unusually 
rapid advances in the oil burner in- 
dustry during the ensuing year. 
Although advertising of the new 
product will be confined to direct 
mail and dealer broadsides for the 
present, a more elaborate program 
will probably be launched in the fall. 


Name Kaufman Agency 


Henry J. Kaufman, Washington, 
D. C., advertising agency, has been 
appointed to handle the accounts of 
Harvey’s Restaurants, using news- 
papers, direct mail and outdoor; 
Hugh Reilly Company, distributor of 
paints, newspapers and direct mail; 
Rich’s shoes, newspapers, radio and 
direct mail; and Charles Schwartz & 
Son, jeweler, newspapers, radio, di- 
rect mail and Farm Journal. 


Forest City Appoints 
Advertising of the Forest City 
Rubber Company, Cleveland, has 
been placed with Beaumont & Hoh- 
man. The agency has moved to new 
and larger quarters at 1505 Guaran- 


tee Title Bldg., Cleveland. 


ee 


Ud T WAS BACK OF THEM ALL 


“FOR 32 YEARS, THE POST HAS SOLD FOR US,” say the makers of Florsheim Shoes 


The Saturday Evening Post carried the first national adver- 
lsing of Florsheim Shoes and it is the only magazine we have 
‘nployed continuously. For thirty-two years we have adver- 


tised in the Post. It has been our predominant advertising 
medium and has played an important part in placing millions 
of pairs of Florsheim Shoes on the feet of American men.” 


SUPPORT COPY 
WITH SAMPLES 
IN NEWSPAPER 


«5 Louis Post-Dispatch” 
Is Used in Test 


St. Louis, Mo., April 5.—Promising 
sensational potentialities for the fu- 
ture, as well as an extraordinary vol- 
ume of immediate business, Scruggs- 
Vandervoort-Barney Dry Goods Com- 
pany accompanied a four-page adver- 
tisement in the magazine section of 
last Sunday’s St. Louis Post-Dispatch 
with actual samples of the material 
out of which the advertised products 
were made. 

Five samples were used. One was 
for Ess-Vee-Bee Shirts at $1.29 each; 
one was for Crusader Shirts at $1.49, 


and three were for Queen-Make 
Dresses, quoted at $3.85. The dress 
samples were in color, two being 


navy blue and a third Copen blue. 

The five samples comprised 24 
square inches of material. Since the 
Sunday circulation of the Post-Dis- 
patch is around 263,000, about 5,000 
square yards of material were re- 
quired for the swatches. The cost 
represented in the use of samples in 
this way, while large, was compara- 
tively unimportant in relation to the 
hand labor involved in tipping them 
to the sheet in their appointed posi- 
tions. The samples were used on 
page 4 of a four-page section. 


100 “Pasters’”’ Necessary 


This work was done under the di- 
rection of the newspaper, 100 persons 
being employed for a week, with both 
day and night shifts being operated. 
The Ross-Gould Gompany was en- 
trusted with the work. 

While small-town newspapers have 
been experimenting with the samp- 
ling idea for some time, the Post- 
Dispatch is said to be the first met- 
ropolitan newspaper which has ever 
utilized the idea. While the obstacles 
are numerous, the success which at- 
tended this instance indicates that 
they are by no means insuperable. 

One drawback is the regulations 
governing handling of second-class 
mail, which prohibit the use of any 
extraneous material. It appears, 
however, that the bulk of most news- 
papers’ out-of-town circulations are 
reached through baggage car distri- 
bution, railway express, and truck 
service. 

The advertising department of the 
St. Louis department store expressed 
gratification with the results, which 
it said exceeded all expectations. 

“This plan of using swatches in a 
metropolitan newspaper is in a pio- 
neering stage,” it commented, “and 
its full possibilities are yet to be re- 
vealed. However, there seems to be 
no reason why the plan cannot be 
applied to the advertising of station- 
ery, linens, curtains, ties, coverings 
for furniture and a host of other 
products carried by department 
stores or other types of retail houses. 

“It seems obvious that nothing ap- 
peals to the feminine mind like an 
actual sample of the thing adver- 
tised. Results of the experiment 
proved this to be true.” 


Art Firm Organized 


A new advertising art organiza- 
tion, Art Associates, has opened stu- 
dios at 333 N. Michigan Ave., Chi- 
cago. Personnel includes Carl E, 
Jacoby, Elmer Jacobs, Jr., and J. 
Blount Jordan. Wm. P. Pearre will 
act as representative. 


Durante Replaces Cantor 


Jimmy Durante will take Eddie 
Cantor’s place on the Chase & San- 
born Coffee hour April 22. The pro- 
gram will be broadcast from the 
Pacific coast for the summer months. 


Levy a Vice-President 

Sam Malcolm Levy, who has been 
on the staff of the Keelor & Stites 
Company, Cincinnati, for some time, 
has been elected a vice-president and 
director of the company. 
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TASK OF GIFT BIRTHDAY PACKAGES FOR HOSIERY CUTICURA FILE a into the copy by use of ques. 
“Every woman knows! The big. 

gest part of the impression she 

makes depends on the health and 

beauty of her skin. A complexion 


BY HOLEPROOF 


Personalized Hosiery Pack- 
ages Are Introduced 


Milwaukee, 
alized 
every 


Wis., 
packages—a 
month in 
the keynote for a 
day gift 
taneously 


April D. Person- 
different 
the 


new 


one for 
-provide 
birth- 
simul- 
newspapers, 


year 
all-year 
campaign launched 
this week in 
magazines and on retail counters by SOE ee 


Holeproot Hosiery Company. 


The package itself, designed by 
Paul Ressinger, Chicago industrial 


designer, and produced by W. C. leye to the medallion on the lid con- 
Ritchey Company, is the focal point taining the appropriate zodiacal sign. 
of the entire campaign, with publi- | ~phese lines carry out, to some extent, 
cation space calling masculine atten- the significance of the insignia; thus 
tion to “her April birthday,” and | oy the April box, with Aries the Ram 
stressing the appropriateness of the as the sign, the diagonal lines may 


gift package, while counter displays 
in retail lend effective point 
of purchase promotion to the item. 


be taken to represent the rain; a cir- 


stores cular development which has a flow- 


ing movement fits the Pisces or fish 

When Holeproof decided to feature | jnsipnia, and entwined semi-circles 

a series of gift) packages, stylist pive the appropriate feeling of twin- 

Gladys Kiplinger, general manager) gjip in the May box, the sign of 
Felix Lowy, and designer Ressinger | which is Gemini, the Twins. 

believed an appeal to each woman in- The bottom and sides of the box 

dividually would create the interest | jt cey¢ are formed of brilliant silver 


necessary to lead to sales. The twelve 
distinctive boxes resulted, 
each month of the year, each box 
containing significant birthday fea- 
tures which are both decorative and 
of personal interest to both purchaser | 


metal paper, and an all-over pattern 
in silver on white of the well-known 
Holeproof hand and hose becomes the 
lining. The manufacturer’s name ap- 
pears only as an insertion in two of 
the checkerboard squares of the lin- 


one for 


and recipient. ing. 
Follow Zodiacal Signs Horoscope Included 
The zodiac and its attendant horo-| Not only does the color of the lid 


scopes, with the appropriate monthly 
jewel supplying the color scheme is |to carry the jewel idea further, a 
the theme of the line. This combina- | tiny jewel-like bead, representing the 
tion not only affords an amusing dec- | gem of the month, forms the pull for 


correspond to the monthly gem, but 


orative motif, but catches that for- | the slide lid. 

tune-telling instinct which is so in-| Each box contains a folder, the 

herent in all women, the company | cover of which carries the same pat- 

believes. tern as the box lid, with the wording 
Geometric metallic lines draw the | ‘Birthday Greetings—April Birth In- 


“IT DARES TO BE DIFFERENT 


Whuat 


THIS NEWSPAPER 
OFFERS TO ADVERTISERS 


I. A Newspaper conceded to be among the 


world’s leading authoritative publications. 
2. Good Company—advertising confined to 
carefully selected, reliable advertisements. 


3. Regional Advertising at Regional Rates; 
three editions daily—Atlantic, Central, Pacific. 
4. A group of Readers noted for their response 
to the advertisements. 5. ‘Tie-In’ Advertise- 
ments, published by merchants in hundreds 
of cities, featuring products nationally adver- 
tised in the Monitor. 6. Weekly Rotogravure 
Magazine Section, surveying world affairs. 
7. Two-color and Four-color Rotogravure Adver- 
tising, available in the Magazine Section. 


THE 
CHRISTIAN SCIENCE 
MONITOR 


The Christian Science 
Boston, Massachusetts 


Published by Publishing Soctety 


Branch Offices: New York, Detroit, Chicago, St. 
Kansas City, San Francisco, Los Angeles, Seattle, Mi 
London, Paris, Berlin, Florence, Geneva. 


x 


AN INTERNATIONAL DAILY NEWSPAPER 


Attractive new birthday gift boxes for Holeproof Hosiery. 


Inside are the two horo- 
scopes which apply to the particular 
month in question, thus carrying the 
personal touch out still further 


fluences.” 


Steinhardt to 


Join the Ranks 
As Advertisers 


New York, April Having with- 
held its products since repeal to de- 
termine the attitude of the American 
people toward legalized liquor, The 
Steinhardt Company, Ine., estab- 
lished over 60 years ago and recently 


reorganized, will start advertising 
about May 1. Its license to blend 
was received this week. Among the 


brands to be advertised will be Dilet- 


tante, Old Methusalem, Littlemore, 
Pride of Manhattan and Old Broad- 
way. Lord & Thomas are in charge 


of the advertising. 

A comprehensive sales 
as now planned will 
York, 
cipally in 


campaign 
start in New 


newspapers, will 
Pride of Manhattan and Old 
way. Eventually all 
be used, including magazines and di- 
rect mail. Cocktails and 
will be advertised also. 

Fred F. Steinhardt, 
founder, 
ized company. Edward $ 
as vice-president, will be 
in directing activities of 
tablished “House of 

Mr. Steinhardt, 
firm’s return, 
associates 


stress 
Broad- 
mediums will 


son of the 
Bacharach, 
associated 
the re-es- 
Steinhardt.” 


that he 
certain 


said 
“are 


and 


now that 


what is wanted is a feeling of secur- | 


ity when whisky is purchased” and 


that one of Steinhardt’s ways of im- | 


parting this feeling will be the use 
of non-refillable bottle for all brands. 


Texas Fruit Growers To 
Advertise Nationally | § 


Texas Rio Grande valley 
fruit will compete with Florida and 
California fruit in national markets, 
according to plans formulated at a 
meeting of the Texas Citrus Ship- 
pers’ Association, held in Weslaco. 

The committee to arrange and pro- 
mote a national advertising cam- 
paign consists of Ted Melden, Mis- 
sion; A. McKee, C. Dowell and C. D. 
Kirk, San Benito; Ed Miller, Wes- 
laco; Jack Keefe, McAllen: 
Harry Rouse and Frank Hall, Merce- 
des. Mr. Keefe is president of 
association. 


Offer Research Service 

Donald R. Dohner, formerly 
tor of art in the engineering depart- 
ment of Westinghouse Electric & 
Mfg. Company, and Alexander J. 
Kostellow, professor of industrial de- 
sign, Carnegie Institute of 
ogy, have established 
Vandergrift Bldg., Pittsburgh, where | 
they will carry on an industrial de- 
sign and research service. 


offices at 59) 


Swim Suits i in —— 


The 1934 campaign for Gantner & 
Mattern Company, San Francisco 
maker of Gantner Wikies and Gant- 
ner Swim Suits, includes more than 


_ twice the number of magazines pre- 


viously used, as well as 
college public itions. 
| & Staff, 


class and 
Emil Brisacher 
San Francisco, are in charge. 


| viewpoint 


| ments, 


where local advertising, prin- | 


cordials | 


. . a | 
is president of the reorgan- | 


in announcing the | 
his | 


citrus | 


and |} 


the | 


To buy other than ABO’ 


direc- | 


Technol- | 


FOR NEW SERIES 


New York, April 5.—-Copy based on 
startling appeals is slated for the in- 


creased advertising effort this year 
of Cuticura Laboratories, Malden, 
Mass. 

First advertisements in the new 
series have appeared in newspaper 
and magazine columns, the same 
theme being used in both mediums. 
behind the enlarged letters of the 
Atherton & Currier, Ine., is the 


agency. 

The advertiser, who has used small 
space for the past few years, again is 
employing larger displays in news- 
papers. Sixty-line insertions in a 
nationwide coverage of several thou- 
sand newspapers will be interspersed 
with the larger copy in metropolitan 
areas. 

In the experimental campaigns, 
realistic copy based on true stories 
of what girls said Cuticura soap and 
ointment did for them was run. In 
the Cuticura files are great numbers 


of letters, written without solicita- 
tion, detailing dramatic changes in 


and in actual happenings 
following the curing of skin troubles. 


From these testimonials, written 
out of gratitude and containing a 
wealth of romantic material, realis- 


tic stories will be indicated in a way 
that emphasizes the sharp contrasts 
of trouble before use of Cuticura 
products and relief and success at- 
tained afterward. 


Prisoner of Shame 


“A Prisoner of Shame” is the title 
of the first of the larger advertise- 
employing approximately 
A woman’s face is depicted 
the enlarged letters of the 
“shame,” done to 


350 
lines. 
behind 
word, 


| prison bars. 


Shame is referred to as 
most powerful enemy.” 


“woman's 


the Cuticura copy, 


| Foundry 
resemble | 
| the 


The heading | 


blighted by skin trouble brings a 


sense of humiliation—robs you of 
confidence. Shame bars the way to 
the best things in the life of the 
woman who feels, ‘I’m not looking 
my best!’ 

“Fortunately, most skin troubles 


are temporary and easily controlled, 


But many cases of eczema and pim- 
ples are serious and stubborn. In 
either type of trouble, though, women 


have found the best treatment is the 
use of Cuticura Ointment.” 

Cuticura soap regularly used, 
copy says, “helps in tne treatment 
and in the general health of your 
skin.” A free trial offer is made, coy- 
ering both soap and ointment. 

The sex interest will be main- 
tained in the advertising, as will be 
the startling appeal, which was used 
in the “shame” copy and in another 
piece, “who was the real man in ‘The 
Iron Mask?’ ” 

A group of fan magazines carry 
the same copy in single column form, 
They are such publications as True 
Story and Motion Picture, the edi- 
torial content of which appeals to 
the same instincts and emotions as 
in the advertiser's 
opinion. 


Moritz Acquires 
Big List of Accounts 


A number of additional accounts 


| have appointed the agency of J. G. 


Moritz, Inc., New York. Those using 
trade papers and direct mail include 
Cohn Rosenberger, Inc., New York; 


Superset Brush Company, Bellows 
Falls, Vt.; Remogland, Inec., New 
York. 


Others using consumer and trade 
publications and direct mail are Ar- 
den books; Exotic Vanities, Inc.; 
Fifth Avenue Products; Optic Liquid 
Measure, Inc.; Berthe May; Carol 
Stupell; Varbury Mills Company; 
Services, Inc.; and Albert 
Kellerman & Sons, all of New York. 

Carlton Arink has been added to 
agency’s art staff, and Victor 


Atchison has joined the firm as ae 
count executive. 


coverage is to scatter seed 
where sales cannot bloom 


*ACTIVE BUYERS ONLY 


MILL® FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City 


. 333 .N. Michigan Ave., Chicts 
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“WHAT, HOW, AND WHY NEW YORK 


Illustration by The New York Times Studios, 


Sell New Yorks Lop Yo": first. for lop profit and Lop speed / 


To SALES and ADVERTISING Executives 
the Advertising Department of THE NEW 
YORK TIMES presents a’complete New York ness with which it was made is in itself a 
Consumer Census, by R. L. Polk & Co.--a new fascinating story for anyone interested in 
and exact guide to this $5,560,060,000 market. marketing. 


nized, but were never before redueed to con- 
crete, complete figures and facts. 


Polk & Co. made this census independently of 
any newspaper. The accuracy and thorough- 


BELIEVED BY US— 
NOW PROVED TO YOU! 


For one thing, it shows that you can reach 
the rich market of the Top 4-10ths, using THE 
TIMES, at below average costs for sales and 


“ago 
3-715) 


you have never been answered before. 


How near are you getting to your logical 
share of New York's business? How profit- 
able is it? 

Is your advertising and sales strategy right 
—for this market--most effective. ..most 
economical ? 

How and where can you maintain and 
increase volume of sales profitably? 


The Consumer Census answers all questions 
It 
frovides new and exact ideas on How to Sell 
\ew York—rapidly and profitably. It gives a 
“Ww and clearer basis for understanding the 
‘uimense sales-power of the advertising columns 
“THE NEW YORK TIMES--and how to 
make use of them. It, also, explains many of the 
"Standing successes in this market. R. L. 


A New Look at the Top 4-10ths 
BIG FACT NO. 1, disclosed by this new evi- 


dence, is that you have a tremendous and extra- 
profitable market in New York’s Top 4-10ths 
—a bigger and infinitely more responsive mar- 
ket than the other 6—10ths. 

BIG FACT NO. 2 is concrete proof that any 
advertiser will be wise to concentrate on the top 
4-10ths first, and sell it thoroughly before at- 
tempting the other 6-16ths. All New York 
follows the lead of the Top 4-10ths, anyhow. 


It Measures THE TIMES unique 
power in the homes of the 
Top 4-10ths 


This census proves things about THE NEW 
YORK TIMES which have long been recog- 


advertising. 

It discloses a new measure of advertising 
power: “Home effectiveness’—which means 
the regular home reading of any newspaper as 
reported by the woman head of the family. And 
on this basis it shows that THE NEW YORK 
TIMES huge week-day home-effective circula- 
tion among Top 4-10ths families costs less, per 
home, than any other New York newspaper... 
15°, below the next nearest, 80% below the 
average of all. (And figures for the Sunday 
TIMES are parallel!) 

There is immense value in this New York 
Consumer Census for anyone advertising or 
selling in New York City, or planning to do so, 
a sounder basis for plans and expenditures than 
has ever before existed. See and study it--any 
part, or all. The Advertising Department will 
arrange it for your convenience. 


The New Pork Cimes. 


In New York homes in which 
newspapers are read: 


THE NEW YORK TIMES leads all 
other newspapers in the number of 
families having checking accounts—-60 
per cent. more than any other news. 
paper. 

THE NEW YORK TIMES leads all 
others in the number of families having 
mechanical refrigerators. 

THE NEW YORK TIMES leads all 
others in the number of women pur- 
chasing street dresses over $7.50. 

The average monthly rent is $50.75, while 
the average rent of THE TIMES fam- 
ilies is $91.39. THE TIMES leads all 
other newspapers in number of fami- 
lies paying higher than the average. 
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Advertising men tell us that what this paper needs is a 
good, easy-to-read label. It seems there is a tradition in 
the business that space is bought by pigeonhole. They 
say the trouble with Business Week is that it doesn’t fit 
the standard pigeonholes. 

To this indictment, we plead guilty. Business Week, 
we must confess, was not designed to fit any advertising 
pigeonhole, but to do a definite editorial job. That it like- 
wise does an equally definite advertising job is not an 
accident, but the direct descendant of the publishing idea. 

The difficulty seems to come in describing this differ- 
ent publishing idea with old-fashioned labels. In our time, 
we have been called almost everything, including some 
harsh names, but nothing seems to fit. 


Are We a Business Paper? 


We are for and about business, but we are concerned, 
also, with the external forces which affect business. We 
do not deal with any one business, but with all business; 
we don’t conform to the accepted definition of business 
papers, but there is no better way to sell across the top 
of the whole business market than in Business Week. 


Maybe a Magazine? 


Externally, we look like a magazine, even to the Camel 
advertisement on the back cover. But Business Week 
really has little in common, in content or method, with 
any magazine ever published. However, a lot of adver- 
tisers (there are more every day) insist on putting Business 
Week on their magazine schedules—which is all right by us. 


A Class Magazine? 


Presumably this means a magazine, which, by price and 
content, aims at the higher income brackets and asks 
a correspondingly higher rate because of a limited circu- 
lation. Business Week limits circulation by editorial con- 
tent. But we do more than that, we control circulation in 
the circulation department. We ask only those who are 
important enough to subscribe. We return cash money, 
every day, because we know that only active executives 


BUSINESS 


WHAT ARE 


will be able to use the special service we offer. Others 
would simply be wasting their money (and the adver- 
tiser’s) because they wouldn’t stay subscribers long. 


Perhaps a Trade Paper? 


In a sense, yes; the trade paper of the best paid and 
hardest trade in the world; the service paper of the most 
important men in the most important businesses, the men 
who make the decisions, who must watch the broad move- 
ment yet note the immediate developments. 


A Newspaper, Then? 


This perhaps comes closest to it. Business Week is run 
like a newspaper, with reporters who know their stuff and 
editors who know what to do with it, with correspondents 
and news-tickers and high-speed printing and a lot of 
telephoning and cabling. But newspapers, by nature, are 
general and varied, while Business Week, of necessity, is 
terse and selective, isn’t aiming at “something for every- 
body,” but at news and its meaning for the Somebodies. 


Ah, a Newsweekly ! 


We used to think so, five years ago, but the word seems 
hardly adequate, now, we do so much more than repeat 
what has happened. Of course, we read the newspapers 
—so do the newspapers—but we do no scissor editing. 
Everything in Business Week is original, it has to be 
because of the special editorial treatment which makes 
this a useful rather than merely informative or entertain- 
ing paper. 
Well, then, What? 

Frankly, we don’t know, but we aren’t worrying about 
our inability to take any of the conventional rubber 
stamps. In fact, we think pigeonhole space-buying went 
out of style with the high, wide, and handsome era; we 
think advertisers will continue to spend appropriations 
with the canniness acquired in the lean years; and we 
welcome the day when advertising space is bought, not 
for what it is, but for what it does. So we say, it isn't 
what we are, it’s what we do. 
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COE AND MAXON 
ORGANIZATIONS 
CONSOLIDATED 


Detroit, Mich., April 5.—Announce- 
ment of the merger of Charles Fran- 
cis Coe, Inc., New York, and Maxon, 
Inc., Detroit, was made this week to 
ADVERTISING AGE by the Detroit of- 
fice of Lou R. Maxon, head of the lat- 
ter organization. Mr. Maxon will 
continue as president of the company 
and Mr. Coe becomes executive vice- 
president. The merged organization 
will retain the Maxon name. 

Mr. Coe entered the advertising 
business last summer when he or- 
ganized his own agency with the 
“combined products campaign” of 
the General Electric Company as his 
first commission. His entrance into 
agency work came as a natural out- 
growth of extensive merchandising 
and sales experience. For several 
years he was engaged in the east as 
a motor car distributor. This led 
him into sales organization work 
where he soon gained prominence 
among industrialists not only as a 
sales organizer but also as an inspi- 
rational speaker. Advertising gave 
play to his two outstanding talents— 
merchandising strategy and the abil- 
ity to write compelling copy. 

As a writer Mr. Coe has become 
well known for his novels and also 
for his contributions to Saturday 
Evening Post. 


Buys “Broadcast Weekly” 


James H. Barry Company, San 
Francisco, has purchased Broadcast 
Weekly, Pacific coast radio magazine. 
0. J. Nusser will be publisher and 
editorial director. Size of the paper 
will be increased from 32 to 48 pages. 


Wm. Schink Advanced 


After 12 years as assistant to the 
vice-president in charge of media and 
two years as assistant space buyer 
of the G. M. Basford Company, Wil- 
liam Sehink has been appointed 
space buyer, effective April 15. 
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3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


D j/ of which 1,626,203 
§ are adults. The 
balance are young 


women. 
The only effective 
and _ economical 


system for covering th 
‘feld nly. ng the Home Economics 


STAN DAR 
RODUCTS 


_ HOME MARERS EDUCATIONAL SERVICE 
Gerald B, Wadsworth, Director 
Freeport New York 
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Spirits 
For April 
Is Out 
Request a copy of the 7th issue of the 
First Business Paper of Whiskies, Wines 


nd Kindred Products. SPIRITS, 220 East 
‘2nd Street, New York. 
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| ENVELOPES 


| ORIGINATORS — DESIGNERS — MANUFACTURERS 


P SALES PRODUCING ENVELOPES 

| gpmmercial, Window, Catalogue, and Special 
| Ses. All, Stock Sizes Can Be Delivered 
} Within 24 Hours 
_MILWAUKEE ENVELOPE MFG. CO. 
4. |. Goodere, Chi. Mor. . O. Howard, Secy. 
1129 No. 7th St. 


Daily News Bidg. ‘ 
State 5161 Milwaukee, Wis. 


Schofield’s New Work 


Perry Schofield, for the past two 
and a half years an idea man for 
Ruthrauff & Ryan, Inc., has joined 
the copy staff of Lennen & Mitchell, 
Inc., New York. 


More Work for Loewy 


Raymond Loewy, New York indus- 
trial designer, has been commis- 
sioned by Standard Oil Company of 
New Jersey, New York, to re-design 
its gas filling stations. 


Start Aviation Paper 


With George E. Haddaway as edi- 
tor and A. T. Barrett, Jr., general 
manager, Southwestern Aviation 
made its appearance last week in 
Fort Worth, Texas. Headquarters 
are in the Ledger Bldg. 


Variety Galore 
On New Schlitz 
Radio Program 


Milwaukee, Wis., April 5.—Radio 
listeners will be given an opportu- 
nity to enjoy a new type of radio 
entertainment when “The Program 
of the Week,” sponsored by Schlitz 
Brewing Company, is launched over 
44 stations of the Columbia network 
April 13. 

Believed to be totally different 
from the usual radio program, the 
new Schlitz series, which will be 
heard each Friday evening from 9 to 
9:30 CST, will be composed of five 


units, designed to present the out- 
standing event in each of five fields 
every week. 


One phase of the program will be 
“the laugh of the week,” a dramatiza- 
tion of the most amusing story or 
incident that can be found in cur- 
rent books, plays, shows, or be cre- 
ated; another will be “the song of 
the week,” a dramatized production 
of a popular new song; the third 
will be the “product of the week,” 
historical dramatization of the ro- 
mance of beer; the fourth will be 
“the news of the week,” a dramatiza- 
tion of the outstanding news event 
of the week. 

To keep the program elastic, the 
fifth phase will be variable, and will 
present “the book of the week,” “the 
play of the week,” “the personality 


of the week,” or anything else inter- 
esting or entertaining which may 
happen, and which does not fit into 
one of the other phases of the pro- 
gram. 

A 20-piece orchestra directed by 
Henry Busse will furnish the mu- 
sical background. 

The program is directed by Stack- 
Goble Advertising Agency, Chicago, 
which handles the Schlitz account. 


_ 


Markets Radio Recorder 


Universal Microphone Company, 
Inglewood, Cal., is offering a semi- 
professional recorder for radio sta- 
tions, advertising agencies and spon- 
sors to make air checks, permanent 
records, and for auditions. The new 
device was developed by James R. 
Fouch, president of Universal. 


60,000 


Paid Circulation 
Is Leadership 


AUTOMOBILE 
TRADE JOURNAL 


Has It 


Total Paid Circulation. . . . . Over 60,000 
New Since October .... 
Renewals Since October. . . 


a 
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NO ARREARS 


Look Forward-—Your Advertising Is Placed for the Future 


Since you are buying this year’s advertis- 
ing, instead of last, you are entitled to know 
that the PAID Circulation of AUTOMOBILE 
TRADE JOURNAL is now over 60,000, and 
will soon be more. “A.T.J.” has made great 


strides forward 


since the publication of its 


latest A.B.C. Statement. 


AUTOMOBILE TRADE JOURNAL is the 
fastest growing publication in its field, hence 
is the best advertising buy. Its new circula 
tion has been gained through the production 
of a leading publication, and its acceptance 
by the trade. There are no arrears. 1934 is 


another AUTOMOBILE TRADE JOURNAL 


year. 


AUTOMOBILE TRADE JOURNAL 


A CHILTON PUBLICATION 


Chestnut & 56th Streets, Philadelphia, Pa. 
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OPELAND BILL 
NOT LIKELY TO 
PASS THIS YEAR 


Page 1) 


( { wlintted trom 


dent is known to favor early ad- 
journment and congressmen facing 
election are already restless in their 
desire to look after political battles 
in their home states and districts. 

4. Administration attitude. “Is 
this really an administration bill?”, 
was the question frequently asked of 
ADVERTISING 


AcE. It was indicated 
that “the word has not been given 
that the administration wishes to 


force this bill through at this time.” 

A leading senator declared: “As I 
understand it, this bill is one of those 
borderline bills which the President 
favors, when and if there is time to 
put it through.” In this connection 
it was pointed out that such bills as 
the Wagner labor bill, the Connally 
30-hour week bill, old age pensions 
and others were in the same cate- 
gory —favored by administration 
leaders as a part of the new deal, but 
with support of them not being made 
a test of party loyalty. 


Politics Play Part 


One seasoned veteran of many con- 
gresses pointed out to ADVERTISING 
AGE that “while it is possible to jam 
the Copeland bill through, it is 
hardly an opportune time.” He good- 
humoredly pointed out that Senator 
Copeland, the author, was 
Roosevelt Democrat, having opposed 
the President in New York state 
politics. Also, that with the “wild 
charges of this Dr. Wirt” raising the 
ery of a revolution by the brain 
trusters, reaction against the legisla- 
tive progress of the bill would be 
noted. 

He referred to Dr. Tugwell’s spon- 
sorship of the original pure food and 
drugs bill and his acquiescence to 
the present bill at a recent meeting 
with Senator Copeland in the White 


not a! 


House. “It 


takes no great imagina- 
tion to see how opponents of the 
bill could use the Tugwell name to 


delay matters,” he said. 
ADVERTISING AGE also learned that 


in addition to these factors working 


against passage of the bill at this 
session, at least two phases of the 
bill are almost certain to be at- 
tacked under present business and 


political conditions. 


Cppose Two Provisions 

Reference was made to the licens- 
ing control phases of the favorably 
reported Copeland bill and the fact 
that the Secretary of Agriculture 
does not have his administrative acts 
reviewed by committees or boards. 
has become very sensitive 
of late in its delegation of powers to 
executive branches. There is an in- 
creasingly evident desire to tie 
strings on grants of wide authority. 
Hence, opposition to the bill on these 


Congress 


two grounds is practically assured, | 


regardless of the technical phases of 
the bill itself which many congress- 
men are willing to leave to their com- 
mittees. 

Definite opinion on the measure 
was not available at the White 
House either just prior to the Presi- 
dent’s departure for his Florida va- 
cation or in his absence. 

Mrs. Roosevelt has indicated her 
desire to have the bill passed and 
has several times supported it in con- 
versations with friends and at her 
press conferences. This, however, is 
not as important as it was a few 
months ago. 
istration leader pointed out, turned 


The house, one admin- | 


‘down certain parts of a bill that 
|would have aided Mrs. Roosevelt's 
|experimental furniture factory de- | 


spite full knowledge of her desire for | 


its passage. 


Rea Starts Agency 

Fred W. Rea, for 23 years 
ciated with the advertising and sales 
| promotion departments of General 


asso- 


Electric Company and subsidiaries, 
has opened his own agency at 165 


Post St., San Francisco. 
Among the new firm’s accounts are 


tion, Pacific division; United States 
Laundry; Contra Costa Laundry; and 
| Wines & Liquors, Ine. 


W {ttention - 


«= G2 


and purpose: 


AND ... modern 


four color printing 


dustry, and its reader 


& Spirit Cireular. 


BONE 


WINE AND SP 
NEW 


WESTERN OFFICE—SUITE = 753 


SPACE 


interests of the wine and spirits industry 


AND ..... an editorial staff reared among the great 
liquer producers, under the guidance of 


Gilmore, associated with Bonforts for over thirty years 


AND... the same high principles backed by plan 
for which the past two generations of those 
interested in the welfare of 


interesting 


and fine enamel paper. 


VAKES A GOOD ADVERTISING 
IN THE WINE AND LIQUOR FIELD 


In other words, if the prestige of the oldest paper in the in- 
aeceptance 
means anything you will want to know about Bonfort’s Wine 


Ask to have our representative 


give you complete details, 


120 Lexington Ave. 


BUYERS 


years of fighting for the best 


Thomas M. 


the liquor industry fought 


typography— beautiful 


MEDIUM 


built among = the leaders 


call 


and 


OR TS 
IRTT CIRCULAR 
YORK 


DAILY NEWS PLAZA CHICAGO >t ¢ 


{ 
= 


L. A. Young Spring & Wire Corpora: | 


| 


Getting Personal 


Gordon Seagrove, L&F’s halitosis expert, writes from 
that he isn’t coming back until the lilies stop blooming. He has his 
paint brushes along. Bill Day, L&F vy. p., is going out to Oklahoma 
next week to play cowboy. He’s no dude, though, when it 
riding mean horses. 


Bermuda 


comes to 


Howard Williams, M. E. Harlan Advertising Agency, San Fran- 
cisco. made his annual visit to New York last week, where he orna- 


mented the beauty show during the day and early evening. He was 
royally entertained by Chubb Fuller, eastern a. m. of Fawcett Publica- 
tions, and other old friends. Bob Johnson, v. p. of Time, addressed 
the Advertising Club of Springfield, Mass., last week, on “Time-ly 
Advertising.” 

The author of the new book, “I Was a Pagan,” is the agency man, 
Victor C. Kitchen, of Doyle, Kitchen & McCormick, Inc. It’s the story 
ot his conversion to Buchmanism, now known as the Oxford Group, 
or the First Century Christian Fellowship. The book is selling like 
wildfire in England, where it was published in January. 

Bill Wilson, dapper a. m. of Bonfort’s Wine & Spirit Circular, owns 
three prosperous farms out in Hoosierland. . . Wesley DeBarger, presi- 
dent of the Association of Advertising Men, has been advised by his 
physician to take a rest and will leave next week on a month’s cruise 
to South America, 

While granting Jim his fame as an advertising oracle, Andrew de 
Cola, whose barber shop is in the Sun Building, insists stoutly that no 


Restore Pay Cuts 
Birmingham News and Age-Heralq 
| have restored a ten per cent redye. 
tion in salaries made early last yeay. 
applicable to all except union 
ployes. 


em.- 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


other barber can boast the patronage of handsomer advertising men. | Western 
M. de Cola was discovered by Frank Munsey many years ago, and | 

isi so w mi 
among the advertising men he attends regularly are the Messrs. Ne spaper U on 


William T. Dewart, Hugh Dewart, 
Henry Decker, and Bob Danby. 


Fred Kimball, Jack Bergfeldt, 

Frank Irving Fletcher, five-star copy writer and agency principal, 
is changing his name back to Frank Fletcher. Jack Trow, Esty 
writer, is back from a few days at Aiken and Augusta, where he “went 
golfing with the golfers and horsing with the horses.” 

Co-workers at L&T are addressing Peter Hilton as “Doc’’ Hilton 
in an effort to impress him with the dignity he must assume to become 
his new status as instructor in publicity at N. Y. U. 

Lony Cassler, v. p. of Rochester's Stewart-Hanford, who was seen 
on Manhattan streets this week, is a descendant of a pre-Revolutionary 
Dutch general, a fact which helps to explain his brains and aggressive- 
ness. . Jim Knox likes California as much as Californians like Knox 
Gelatine. 

Lucille Babcock. p. m. of Tower magazines, speaks French like 
a native, although she has never found time to go abroad, George 
Elliman, a. m. of Saturday Review, is about to spring a new game, 
Double Crostics, a literary, brain-wrecking adaptation of the cross-word 
puzzle, 


One of the most gracious agency receptionists in Chicago, Colette 


Cammisar, now adorns the staff of Frederick & Mitchell. Miss Cam- 
misar, both of whose names are usually misspelled, was formerly 


with Critchfield & Co. 

Bert Macfarlane, of the Chicago Tribune, had great luck in his 
battles with sail-fish while on southern waters recently. 
weighed over sixty pounds. 


Herbert Hoover—you remember him—was a guest of A. W. Shaw, 
former publisher of System, in Winnetka recently. . . Julius E. C. Cur- 
ley, advertising chief for Warner Theaters in North Jersey, was mar- 
ried to Gertrude Smith in Philadelphia, March 31. 

Frank |. Liveright, of L. Bamberger & Co., Newark, is able to get 
about again after having been in the hospital for a month with a broken 
leg. Carl J. Eastman, N. W. Ayer’s coast manager, is back from 
Hawaii. 


His biggest 


Tom Reese, helping his kid brothers at the Monday opening of 
their scrumptious liquor establishment at 23 E. 49th, staged a breath- 
taking fashion show. Stunning models, attired in gowns inspired by 
the various high voltage beverages, posed on a circular, revolving bar 
with bottles of their patron refreshments clutched to their bosoms. 

There is a rumor that someone at American Radiator has thought 
up the luxurious idea of a bath tub with an armchair in it, and that 
the badly-needed invention will be ushered into the market any min- 


ute by the Messrs. Beirn, Nash and Herske. 
Outdoor Sales Up 


C | a Ss Ss \ fi A a Bookings of Outdoor 


| Inec., tor the first 


quarter of 


| exceeded $10,000,000, which 


Advertising, | 
193 
is thr 


ee 


times greater than the figure for the 
same period last year, reports show. 


| tisers. 


The rate for this department is 40 


Ad tisi 
Vv e r I Ss I n g | Orders were from 184 different adver- | 


NEW YORK « 310 East 45th St. 
| CHICAGO. 210 So. Desplaine St. 


and 34 other cities 


EINSON- 


FREEMAN 
SAYS: 


Drug advertising has taught 
the whole field of merchan- 
dising a great lesson in the 
effective way it uses the 
Dealer's window. 


Einson-Freeman CO, Inc. 


Window-Display 
Headquarters 
Long Island City New York 


Specializing 


Lo WOW we. 


ADVERTISING MEN 


bound for 


NEW YORK 


OU’LL have a friendly wel- 

come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 


@ Meet your friends in the 
SILVER LINING, Cocktail 


Room . . dance to Dick Mess- 
ner’s Orchestra . . enjoy deli- 
cious food in the Georgian 


cents a line (not agate line); mini- 
mum, $2. 


—————_ 


SERVICK 


PERSONNEL 


Celester M. Horton 
Advertising Placements. 


Office: Creative: Sales. 
Phone: Harrison 2158. 
310 S. Michigan Ave. 


Chicago, Il. 


POSITIONS WANTED 
Professional Cooperation Offered 
Graduate, registered nurse writing 

for leading magazines. Radio broad- 

caster. Prepares signed and unsigned 
|copy and booklets. Gives professional 
collaboration. 

/sonable terms. 

;}and ethical. 


Free lance basis; rea- 
Work authoritative 
Box 448, ADVERTISING 


If Your Product Is Good 


Spencer Expands Service 
Lloyd Spencer & Associates, Seat- 


| tle advertising agency, have added a 


| 


We can help you develop market and | 


} 
| SALES SERVICE 
| 
| 


sales. At nominal cost. Kane & 


Kane, 17 E. 42nd St., New York. 


general publicity department, to be 
directed by Hal Armstrong, former 
newspaper man. 


Teague Addresses Club 

Walter Dorwin Teague will be 
guest speaker at the Boston Adver- | 
tising Club luncheon April 10. His 
subject will be “Machine Age Art.” 


Room, at moderate cost. 


@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements . . a few 
steps from quick transportation 
| to every corner of the towr.. 


HOTEL PICCADILLY 


William Madlung, Mng. Director 
227 WEST 45TH STREET, NEW YORK 
Now under Arthur Lee Direction 


| 


UTI 


MASS PLAN ADVERTISING 


= HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES 


Chicago Trade 


il i {Hil} Ui 


AST EIGHTH ST. 


G 4 ADVERTISING CA 


, With Big 4's Selective Mass Plan Coverage 
of preferred neighborhoods and homes in the 


Area, advertisers save the cost 


of waste circulation in the sections of this ter- 
ritory where there is little sales expectancy. 
Save and Sell with Mass Plan! 
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WILD ANIMALS, 
PARADES TELL 
STORY OF GAS 


(Continued from Page 1) 


lies throughout the area being cov- 


ered 

In the larger and more important 
publications the advertising, all 1,200 
lines or larger, will run twice a week, 
and in addition, one advertisement | 
for motor oil will appear for core | 
two gasoline advertisements. The | 
motor oil campaign, which is entirely 
separate and distinct from the gaso- | 
line effort, will again feature “Joe | 
Sludge,” who has already been built | 
up as one of motordom’s most fearful | 
villains. 

Preceding the launching of the 
newspaper advertising by a few days, 
and continuing simultaneously with 
it will be a spot radio campaign ex- 
tending over a 9-day period in which 
one-minute dramatizations of the 
‘live power” theme—several differ- 
ent ones each day—will be broadcast 
over 60 radio stations in the area 
covered. Prior to the beginning of 
the newspaper campaign there will 
be teaser broadcasts, in which the 
thrill of the jungle will be vividly 
portrayed. Following the series of 
teaser broadcasts, ten announcement 
broadcasts will be made. 


Outdoor and Station Material 


Simultaneously with the opening 
of the newspaper drive some 2,000 
outdoor posters in the company’s 
marketing territory will blossom out 
with vivid caricatures of animals, 
all adorned with the well known Red | 
Crown, and all announcing that “T| 
got live power.” | 

At the same time, Standard 
tions will dress up for the occasion 
with ten-foot station banners, large 
curb signs, pump globe cutouts, at- 
tendants’ buttons, and a supply of 
rear window stickers, all depicting a 
joyous leopard with a Red Crown 
auntily perched on his head, and 
revealing that “I got 


sta- | 


live power.” 

Despite the 
the newspaper, outdoor, 
point of purchase efforts, however, 
first honors for sensationalism and 
ittention-attracting qualities must go 
parades which will 

taged in many of the important 
cities in the company’s territory, and 
to the live animal show which will 
he put on at the Chicago world’s fair, 
in the opinion of A. N. Steele, Stand- 
ard Oil advertising manager. 

The parades will feature animated 
caricatures of animals on floats, each 
carefully explaining that “I got live 
power,” as well as three sound 
trucks, one a completely streamlined 
ob, and the other two built in the 
shape of Red Crowns, open automo- 
biles for loeal civic officials, and nu- 
merous other attractions which are 
fuaranteed to hold the absorbed in- 
lerest of young and old in every 
Each parade will be about 
‘iree blocks long. 


On Road 45 Days 


To cover 


three 


tremendous scope of 


radio and 


to the series of 


own 


the territory there are 
complete parade units. All 
units will wend their ways 
‘trough their respective territories, 
‘avVing the starting point, Sioux 

la., where the animal carica- 
res are being built. Each parade 
ill play to its territory for 45 days. 
The three units, following their 
Tetully planned routes, will con- 
‘ge in Chicago early in June, and 
ll join in forming a monster parade 
he nine blocks long, where they 
ll lend added point to Standard 
's exhibit at the Chicago world’s 
', Which will then be in its first 


three 


As a perfect tie-in with its cam- 
kn slogan, the Standard Oil ex- | 
it at the fair will take the form | 
a sensational wild animal act, in 
‘ch Allen King, famous animal 
“her, and two assistants will put 
Jungle-bred lions and_ tigers 
‘ugh their paces four or five 
“Ss daily for the entertainment of 


‘itors 


‘O house the animal act, which was | 


previewed by representatives 
at its winter quarters in Peru, Ind., 


press 


| this week, Standard Oil is construct- 


ing an open air amphitheater with a 
seating capacity of 2,500, where fair 
visitors may watch the breath-taking 
performances in the 


circular cage. 
Between performances the animals 


used in the acts will be on view in 
their cages. Three elephants 
put on a “relief act” and parade be- 
tween shows. 

The live power theme which forms 
the basis of the campaign is devel- 
oped “by new adjustments in the 
control room, through which Stand- 


ard’s refining engineers have let this | 


already 
notch,” 


great gasoline out another 


“Slower, heavy parts are now con- 
verted into lighter, faster-acting 
units, In other words, they're 


will | 


changed into 


more quickly respon- 
sive energy.” 
One of the typical analogies be- 


tween the power of animals and that 
of Standard Red Crown shows two 
companion illustrations of African 
sable antelopes. 

“Like these African sable ante- 
lopes,”’ the copy says, “shown steadily 
covering ground with minimum en- 
ergy, you can cruise economically 
with Red Crown Superfuel and 
just as these animals draw upon 
their results of live power to go into 
high in a flash, so can your car leap 
into distance-eating speed—and hold 
it smoothly—with this new, power- 


| charged gasoline.” 
typical newspaper copy tells. | 


Another advertisement shows a 
zebra being devoured by a lion, with 
the caption, “Caught short on live 
power—and it’s just too bad. While 


37,9 


AX what's more, they spent from fifteen minutes 
to half an hour answering one of the most 
exhaustive questionnaires (65 separate questions) 
with which any publisher ever tried the patience 


of a housewife. 


They paid — out of their own pockets — $1100 for 
postage to send their answers to us. They rolled 
up the biggest response Woman's World has ever 
received to a questionnaire appearing in the maga- 
zine — 334% of the entire list. They proved over- 
whelmingly the interest of Woman's World 
subscribers in the editorial contents of the book. 


And they gave you, Mr. National Advertiser, the 


his mates used their live power speed 
to take them elsewhere when the lion 
struck,. this one zebra, short on -live 
power, could not escape.” 

MecCann-Erickson, Inc., Chicago, is 
in charge of the campaign. 


Firms Abandon Merger 
Plans for a 
Ranier Pulp and Paper Company, the 
Soundview and the Olympic Forest 


Products Company, to have become | 


effective this 


dropped, 


month, have been 


Agency for “Radio Guide” 
Radio Guide, Chicago, has placed 


its advertising with Burnet-Kuhn Ad- 
vertising Company, Chicago. Radio 


(iuide issues a number of zoned edi- 


tions. Newspapers are used to stimu- 
late circulation. 


consolidation of the} 


Kitchen Klenzer to 
| Neisser-Meyerhoff 


Fitzpatrick Brothers, Chicago, 
manufacturers of Kitchen Klenzer 
and Automatic Soap Flakes, have 
|} placed their account with the Chi- 
cago office of Neisser-Meyerhoff, Inc. 

H. M. Alexander, who has been ac- 
count executive on this advertising 
for almost a quarter of a century, 
has joined Neisser-Meyerhoff. 


| rae 
| Diamond to Hoyt 
| Diamond Ginger Ale Company, Inc., 
| Waterbury, Conn., has appointed 
| Charles W. Hoyt Company, Ince., 
Hartford, to direct advertising. 


ND 
| 


_ L. H. Waldron Moves 


| San Francisco offices of the L. H. 
Waldron Advertising Agency have 
| been moved to 420 Market St. 


CMLEU 


best before-insertion evidence you could possibly 
desire of the responsiveness of 1,000,000 country 
town women to your sales message when placed in 
the columns of the magazine they have cometo love. 


From soap to cereals, from automobiles to tooth- 


paste, these women have 


set down their preferences, 


and their candid answers reveal a story of shifting 
trends in buying that is bound to have its sequel 


in tomorrow's sales. 


Tabulation of the answers to this questionnaire is 
now in progress and the results will be available 
to interested advertisers and agents within the 


next few days. 
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wail 24 ADVERTISING AGE April 7, 1934 
=m PHOTOGRAPHIC REVIEW OF THE WEEK 


NO DISTRACTING INFLUENCE HERE 


POSTER TELLS TIRE STORY WITHOUT SHOWING TIRES OR AUTOMOBILES 


> a 


5,» 


Prroaes: _ 


| » ami 
GUARANTEED AGAINST ALL ROAD HAZARDS! 


April Lee tire poster by Frederic Stanley, which tells the safety story in unusual fashion. 
Eshleman Company is the agency. 


Benjamin 


WILL PROVIDE COPY FOR FUTURE ADVERTISING 


Stretoh.. MORE MORE Zear.. 


ee ee : 


fen ae AN Penne 


Vanity Fair Silk Mills has avoided focusing attention on a pretty girl, 
rather than on its product, in the attractive counter card repro- 
duced here, which portrays the advantages of Kneelast stockings. 


It isn't “love at first bite “with CAVIAR 


First shown at Rockefeller Center, New York, during an art show, 

this "reason why" display for American Lead Pencil Company will 

travel to department, art supply and stationery stores throughout 
the country. Display Guild, New York, is the creator. 


hes 


Some of the humorous 
year. (Story on Page |.) 


Magazine advertisement for Spud 
cigarettes, in which Fanny Brice 
explains how caviar and Spud grow 


Don Orput, manager of the Port- 
land Advertising Club, who will 
handle executive details of the 


animals which will play stellar roles in Standard Oil parades and advertising this 


The New Haven Railroad will have a new comfort feature to adver- 

tise when 50 streamline coaches designed by Walter Dorwin Teague 

are delivered late this year. Gay color schemes, air conditioning 

equipment, metal tubing chairs on pivots, and noise reduction are 
features. 


on one. 


AFTER OIL THIS CONTAINER SERVES FLOWERS 


of. | 


3Ist P. A. C. A. convention. 


sOMPE) 
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MPORTED 


Puiy oll 


New containers for Pompeian Olive Oil not only follow the accepted 
historical precedent in being urn-shaped, but also serve as ¥9% 


for buds. 
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5 Cents a Copy, $1 a Year 


“COMIC STRIPS” IN 
BUSINESS PAPERS 
BRING RESULTS 


Style of General Field Gets 
Business for Udylite 


Detroit, Mich., April 5.—The con- 
tinuity style of advertising copy, so 
successfully used in general fields, is 
being employed with highly satis- 
factory results in the industrial field 
by the Udylite Process Company, ac- 
cording to information just revealed 
by E. F. Berry, advertising manager, 
in an interview for Crass & INDUS- 
TRIAL MARKETING. 

The copy is appearing in Steel, 
Iron Age and Electrical Manufactur- 
ing, and is designed to interest ex- 
ecutives and plant managers in the 
Udylite Process of cadmium plating. 

“For some time, we watched, with 
no little interest, the publication of 
‘comic strip’ advertisements,” Mr. 
Berry said. ‘We noted that practic- 
ally all of them were designed to 
sell soap, paper towels, foods, in fact, 
anything but products of an indus- 
trial nature. The thought occurred 
to us that these ‘comic strips’ with 
certain modifications, might serve to 
present our story—a rather technical 
one to say the very least — advan- 
tageously to industrial buyers 
through the medium of industrial 
papers, 


Brings Good Results 


“It was our decision, after due con- 
sideration, to at least try one of them 
and await results—if any. We did 
so, and the results surprised us. Evi- 
dently this type of advertisement 
possessed reader interest far in ex- 
cess of the ordinary advertisement re- 
leased by us. The average inquiry 
received contained clear statements 
of problems, which served to indicate 
that the conversational copy was 
thoroughly read and considered be- 
fore the letter of inquiry was sent 
to us.” 

To illustrate the advertising prob- 
lem that confronts the company, Mr. 
Berry explained that it sells the 
Udylite Process of cadmium plating. 
Cadmium is widely used, in all parts 
of the world, as a protective coating 
for ferrous and non-ferrous products. 
It prevents rust and corrosion; the 
properly applied cadmium coating 
has a very attractive lustre; and the 
cost of the coating is lower than 
most of electroplated coatings in 
common use. 

Mr. Berry stated that the Udylite 
process is a simplified, practically 
foolproof method of plating cadmium. 
The company maintains a staff of 
service engineers who, once the in- 
Stallation is made, periodically call 
to see that maximum efficiency is be- 
ing maintained. The services of the 
engineering staff are a part of the 
Process and their business is to see 
that customers obtain satisfaction. 


Engineering Service Free 


No royalties or fees are charged 
for this engineering service, since it 
is part of the process. This is one 
Point that is stressed in the advertis- 
inv, since many other patented fin- 
ishing processes are operated on a 
rovalty basis. 

‘he advertising also points out 
What the possibilities of the Udylite- 
lmium finish are by featuring 
'Ypical applications, and then gets in 


(Continued on Page 11) 


"COMIC STRIP" TREATMENT OF INDUSTRIAL COPY 
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most efficient and most economical method of apply- 
ing cadmium. tt includes every facility of the Udylite 

gi ing and technical stefis. May we explain 
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UDYLITE PROCESS COMPANY 
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The inquiries produced by this copy indicated that it had been given 
na attention by the reader. 


Is Road to 


Offer Agency Service 


Successful 


Industrial Advertising 


New York, April 5.—The only dif- 
ference between the need for agency 
service in the field of general adver- 
tising and in the field of industrial 
papers, if any, is that it is more use- 
ful and necessary in the latter. This 
was the conclusion to a discussion of 
the subject before the March meeting 
ot the Technical Publicity Associa- 
tion, and concurred in by Howard 
Meyers, publisher, The Architectural 
Forum, D. M. Davidson, advertising 
manager, The Fafnir Bearing Com- 
pany, New Britain, Conn., and Fred 
R. Gamble, executive secretary of 
the Four A’s, speaking for Walther 
Buchen, president, The Buchen Com- 
pany, Chicago. 


Checks Current Copy 


As a check against his impression, 
Mr. Mever went through the current 
issue of a well Known business paper 
in a field with which he is wholly 


unfamiliar. He scrutinized the ad- 
vertising carefully, page by page, 
and checked the advertisements 


which were, fair, good or excellent. 
Then he got in touch with the pub- 
lisher, and this is what he found 
out: Out of a total of 53 advertise- 
ments of quarter-page size or larger, 
he had checked 27 as being fair, good 
or excellent, just about 50 per cent. 
Of these 27 which passed muster, 24 
had been prepared by agencies. Of 
the remaining 26, which rated “from 


mediocre to poor to punk to putrid,” 
not one had had the _ benefit of 
agency service. 

“Now that may have been an iso- 
lated case, but I doubt it,” Mr. 
Meyer challenged. “And if anyone 
here doubts it I suggest that he make 
the same test, because if he really 
doubts it, it will prove an eye-opener. 


Reasons Are Clear 

“It seems to me,” he continued, 
“the case for the agency is very 
clean cut, and the reasons why, in 
the vast majority of cases, agencies 
produce better advertising than ad- 
vertisers do, are not hard to find. 
Advertising, whether you consider it 
a business, or an art, or a science, 
or a profession, or whatever handle 
you may personally prefer to give it, 
is about as inexact, about as incon- 
clusive, about as unprovable in its 
direct results as any known field of 
activity. 

“Great advances have been 
in certain directions in measuring 
advertising and what can be done 
with it, and how to use it, but, by 
and large, no one yet has found the 
way to remove from advertising the 
human element that is represented 
by that spark of genius which is the 
difference between the lady who does 
your week’s wash and Mae West. 

“If any form of activity on earth 
calls for specialization it is adver- 

(Continued on Page 11) 


made 


Industry Faces Great 


Sales Opportunities 
Under NRA, Says Muir 


Chicago, April 5.—The important 
requirement of industry laboring 
under NRA codes is the one that 
calls for low cost operating efficiency, 
which fact, in itself, means that in- 
stead of presenting a marketing prob- 
lem, NRA has created a selling op- 
portunity. Such is the business sit- 
uation with regard to the industrial 


advertiser seeking capital goods 
sales, as viewed by Malcolm Muir, 
president, McGraw-Hill Publishing 


Company, and former NRA division 
administrator, and voiced before the 
March meeting of the Illinois Manu- 
facturers’ Association. 

Mr. Muir reiterated the claim that 
complete recovery cannot be effected 
until the capital goods and service 
industries operations are expanded 
by a flow of new working capital and 
credit, which he believes will have to 
start from the proposed intermediate 
credit banks. But at the same time 
he called attention to the vast dor- 
mant market for capital goods right 
now among numerous well financed 
units of industry which had been 
holding up purchases because of the 
unsettled money situation, an excuse, 
he said, which has been largely dis- 
sipated. 

These units of industry, Mr. Muir 
believes, present a fertile field for 
sales and advertising activity, with 
sufficient work to be done to keep 
forces busy, and profitably so if well 
directed, until the proposed credit 
relief plan is worked out to aid the 
small manufacturer group. 


Big Market Exists 


“It is evident,” he said, “that 
there is actually a large market for 
many products in existence right 
now. You do not have to look far 
to see it. Go into some of our large, 
well-financed plants and you can see 
hundreds of instances of obsolescence 
that will make your sales instincts 
boil with pleasure at the opportunity 
these pieces of antiquity present for 
modernization, and it will make you 
somewhat alarmed to think that 
plants are permitted to reach the 
stage where they are being held to- 
gether literally by bale-wire. 

“In every instance where you see 
such conditions you see sales oppor- 
tunities. These are all opportunities 
for you to step in and show the eco- 
nomic advantages of low-cost, high 
efficiency plants, and one of your best 
sales talks is to be found right in 
the codes of most of the industries 
with which you will come into con- 
tact. 

“But we all have the problem of 
re-aligning our sales thinking. We 
have passed the days when mere ex- 
pansion of plant capacity is one of 
our chief outlets. We must think 
now more in terms of cost reductions, 
in operations and procedures and in 
terms of plant efficiency. 


Sales Need Thought 


“Order taking will always be in 
order and transoms should be kept 
wide open, but more and more as in- 
dustry recognizes its changed manu- 
facturing, merchandising, sales and 
advertising problems, the avalanche 
of orders that must follow will go to 
those who think, design and sell cre- 
atively. High pressure stuff is out. 
The depression has matured us too 
much for that. But in the process 
of maturing our business thinking, 
the depression has also made us open- 


minded to constructive suggestions 
for improvements and moderniza- 
tion. 

“Old market valuations, old meth- 
ods of distribution and old advertis- 
ing policies are out teo. The New 
Deal may be accepted as a catch 
phrase. It is not. It means new 
consumers, new trading areas, new 
merchandising methods. Advertising 
as a great constructive force in mer- 
chandising should at last come into 
its own, for the price cutter, the foe 
of sound business and sound, con- 
structive advertising, is out. 


“We are faced, to a great extent, 
with a realignment of purchasing 
power. That is one of our problems. 
We must find where this purchasing 
power will be, and what it will buy. 
We must chart a new consumer map. 
And those of us who forget depres- 
sion and go wholeheartedly at the 
job this realignment presents will 
be the ones who will reap the profits 
which it will bring.” 


Must Study Markets 


Mr. Muir said there must be more 
planning also in sales thinking. 
Manufacturers must make them- 
selves fully cognizant of the needs 
of the particular industries they 
serve under the new conditions. They 
must adjust themselves and their 
products to be able to offer only the 
best of products and services. They 
must enlarge their knowledge of the 
markets served, gain a_ technical 
knowledge with manufacturing and 
processing operations, and become 
familiar with the opportunities for 
modernization and cost reduction 
through the products they have to 
sell. 

Mr. Muir suggested that manufac- 
turers should keep uppermost in 
their minds that most businesses and 
all industry is faced with a definite 
problem of reducing costs to over- 
come higher wages, shorter hours, 
and increases in materials prices. 

“There is little need for me to 
speak in detail of the sales opportuni- 
ties that have been created due to 
the extensive neglect of equipment 
during the last few years,” he com- 
mented. “But all of the ingenuity 
which has brought about our present 
civilization, ingenuity of the labora- 
tory, of the design room, of inven- 
tion, of advertising, will have to be 
improved and called upon to supply 
the new wants and new needs of the 
great masses of new purchasing 
power that is being created under 
NRA. 

Future Is Bright 


“I believe that we are well up the 
hill and that with certain additional 
help, such as has been suggested, 
followed by a definite policy of let- 
ting industry put its recovery ma- 
chinery into operation, that we shall 
have much to be glad about before 
this year is out. But now let busi- 
ness men get back to selling and 
building, a job that has been badly 
neglected during the last two years. 

“This means, I am convinced, that 
we are about to enter into one of the 
greatest constructive selling periods 
that this country has ever known. 
There is an accumulated demand for 
products that is going to be let loose 
in a veritable avalanche. By that I 
do not mean that we are to go into 
another unhealthy boom, far from 
it, but an industrial nation as great 
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as ours is cannot lie almost dormant 
for three years or more without cre- 
ating a job of replenishment alone 
that will take several years to 
satisfy. 

“The business is going to come to 
us, but we are going to have to help 
it along in the initial stages. There- 
fore, it behooves us all to look to our 
sales armament—for those who are 
best prepared to meet the demands 
made upon them when they come 
are the ones who will get the cream 
of the new crop of activity under 
the New Deal.” 


New Account to Chirurg 


The Coppus Engineering Company, 
Worcester, Mass., manufacturers of 
air filters, steam turbines and blow- 
ers, has placed its advertising ac- 
count with the James Thomas Chir- 
urg Company, Boston, Mass. An in- 
tensive campaign will be started at 
once on the Annis air filter. Busi- 
ness papers and direct mail will be 
used. 


Davis to Detroit 


Frank G. Davis has been appointed 
general sales manager of the Penin- 
sular Steel Company, Detroit, Mich. 
He was formerly with the Firth- 
Sterling Steel Company, McKeesport, 
Pa. 


COMBINES HUMOR 
AND CONTEST IN 
HAND TRUCK COPY 


American Pulley Tries New 
Angle for Attention 


Philadelphia, Pa., April 3—Humor, 
plus a cash prize contest is being 
employed by the American Pulley 
Company in a campaign now run- 
ning in Mill & Factory and Distribu- 
tion and Warehousing to gain atten- 
tion and interest in its pressed steel 
hand trucks. 

The first piece of copy gave more 
than half of the page to a cartoon in 
which an Eskimo is shown pushing 
a walrus on an American hand 
truck. In the background is an igloo 
with an electric push button at one 
side of the entrance. In a “balloon” 
the Eskimo has uttered a mouthful 
of vowels and consonants which are 
translated to say: “There’s nothing 
like an American hand truck to keep 
things on the move. It is a mark of 


distinction to have an ‘American’ 
parked in front of any igloo.” 

The caption at the top of the page 
tells that $25.06 in cash prizes will 
be awarded for titles to this picture; 
$15 for the best title submitted and 
$5 each for the next two choices. The 
prize money was kept low purposely 
to discourage professional contest 
workers. 

Trade Response Favorabie 

It is too soon for any tabulation of 
results to the contest, but trade re- 
actions in response to advance pub- 
licity have been favorable, according 
to H. Ross Potter, of the Aitkin- 
Kynett Company, agency handling 
the account. 

In commenting on the general idea 
in back of the unusual treatment of 
this campaign, and the reasons for it, 
Mr. Potter explained that while hand 
trucks are very necessary factors in 
material handling and transportation, 
they have always lacked that natural 
color and appeal that ordinarily 
gives a product a distinctive indi- 
viduality. 

“There is little romance connected 
with pushing a hand truck,” said Mr. 
Potter, “there is no complexity of 
moving parts to intrigue the eye and 
fascinate the mind, there is no rapid 
replacement market to set up arrest- 
ing rows of closely calculated operat- 
ing and maintenance figures. 


“In other words, the average user 


ApprrionaL Evivence or A NEW Tyre or 


COVERAGE — INTEREST — ACTION! 


J 
e)l+ 


and samples. 


“ce 


“Names on Request 


*] A Prominent Industrial Agency Writes— 
“.. that INDUSTRIAL EQUIPMENT NEWS 


qualifies as an Industrial Newspaper is proven by the 31 
companies who wrote in requesting further information 
Among them were the American Bridge 
Company, Oliver Farm Equipment Company, Youngs- 
town Sheet & ‘Tube Company and L. C. Smith and Corona 
‘Typewriter, Inc... . 
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“2 One of Our Original Advertisers Writes— 
. . . consider this our order to carry our advertising in- 


definitely . . . Till Forbid . . . you are certainly giving 
your advertisers a square deal . . .” 


> Our Index to Advertising Shows— 
30 Advertisers in January 
34 Advertisers in February 
40 Advertisers in March 
48 Advertisers in April (closed April 3rd) 


INDUSTRIAL EQUIPMENT NEWS ISN’T JUST ‘‘ANOTHER PUBLICATION” 


irs A NEW WAY TO ADVERTISE! 


#69 to place an effective, fully displayed product description or application before 
30,000 plant operating men in all industries 
than available through any other general industrial publication. 


more circulation, ata lower cost, 


Published by 


In the Purchasing 
Departments of a 


cerns, all lines, 
everywhere. 

lhe substantial 
price they pay tor 
it iS an accurate 
indication .. . of 
the value they 
place upon it 


arce 4 Stu ’ - , 
large seri ot Recisren THOMAS 
upper rated manu- emneon REGISTER 
facturing and UNK-BELT ov 
mercantile con- CONVETORSS 

mt POSTIVE DRIVES 


: = = TO ALL Ss 
AMERICAN SOURCES OF SUPPLY 


ABC Authenticated Circulation 
The Only Paid Cireulation in Its Field 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVE... NEW YORK 


COMBINING HUMOR AND CASH APPEAL 


es 


6 oa 

Translation There's nothing like an American 
Hand Truck to keep things on the move. Lt is a mark of dis- 
tinction to havean” American” parked in front of any igloo. 


No matter whether it is the private opinion of the 
man behind the truck or the conclusive evidence of 
the purchasing agent's operating charts—American 
Hand Trucks are first choice when it comes to ease 
of handling, operating efhciency and economy. 

Engineering principles applied to truck build- 
ing—modern steel fabrication replacing wood — 
accurate dies and stampings instead of the ordinary 
assembly— all contribute to the result —a remark- 
able combination of strength and light weight, 


THE AMERICAN PULLEY 


$25.00 in cash prizes for titles to this Picture . 


... See details 


sturdiness with fine balance. In other words an 
AMERICAN, 

Every American design has been tested and 
proved—there is, therefore, an AMERICAN Truck 
for every legitimate material handling requirement. 
Write for price list and catalog. 


TITLE CONTEST f 


Send in your idea of a good title to the above pic- 
ture. Explain your title in about $0 words. The 
American Pulley Company will pay $15 for what 
they consider the best title submitted and $5 cach 
for the next two choices. Contest closes on the 
isth of February and the winner will be 

announced in this publication next month 

= 


MERICA 


PRESSED STEEL 


hickon Avenue, Dept. 7, Philadelphia, Pe. 


HAND 
TRUCKS 


N 


This unusual treatment of industrial advertising copy was designed 

to concentrate attention on a piece of equipment somewhat neg- 

lected by distributor's salesmen. Although just started, the campaign 
has been the subject of much favorable comment. 


of hand trucks would readily admit 
their necessity but could work up 
little or no enthusiasm concerning 
their competitive merits, nor much 
interest relative to considering cur- 
cent replacement of his present 
equipment. 

“This state of mind not only pre- 
dominates among the users of hand 
trucks, it is also typical of the atti- 
tude of the average distributor of 
these products.” 

The advertising department and 
the advertising agency felt that if 
both users and distributors could be 
induced to talk about and think 
about hand trucks on a basis other 
than that of commercialism, there 
would be a natural reaction in favor 
of increased sales activity on Ameri- 
ean hand trucks. 


Humor Plus Cash 


Humor, plus the cash prize contest 
idea seemed to offer an attractive 
promotion combination. The humor, 
which would consist of illustrating 
very incongruous truck applications, 
would tend to disarm those im- 
portant individuals who have found 
it necessary to bulwark themselves 
against contemplation and considera- 
tion of the “unimportant”; the tang- 
ible currency reward would stimulate 
mental activity towards working up 
a prize winning answer—and such 
activity must, almost of necessity, 
cover the outstanding advantages 
and sales points of American pressed 
steei: hand trucks, was the line of 
reasoning. 


Play for Attention 


“Call it ‘inflation,’’’ said Mr. Pot- 
ter, “it was hoped that this plan 
would work up a much greater de- 
gree of interest in and activity on 
American trucks than the normal 
volume of a distributor or the aver- 
age buying of a user would ordinarily 
justify. Carefully controlled and 
paced, there should be a cumulative 
effect to the campaign that would 
build up the general prestige to the 
level arbitrarily created.” 

Only the hand truck advertising of 
the company will be handled in this 
manner. The other divisions, be- 


cause they differ basically, with re- 
gard to product, from the hand truck 
division, have their own individual 


Merchandising problems and the ad- 


vertising effort put behind them will 
be in accord with their distinct char- 
acteristics. 


Business Papers 
Called Powerful 


Industrial Force 


New York, April 2.—Likening ad- 
vertising mediums to the tools of a 
skilled craftsman, Jesse H. Neal, vice- 
president, Case-Shepperd-Mann Pub- 
lishing Company, New York, publish- 
er of Water Works Engineering, 
speaking last month on “Business 
Papers” before the class of the ad- 
vertising and selling course spons- 
ored by the New York Advertising 
Club, said it is fortunate for those 
who must use these advertising tools 
that they have in the business pa- 
pers highly specialized mediums, 
each designed to perform a definite 
sales function more efficiently than 
anything else. 

“In industrial papers the adver- 
tiser can aim and concentrate his 
message on his own prospective buy- 
ers,” Mr. Neal stated. ‘He can talk 
to them in their own language, about 
their own problems, in their own 
publication, that which there is no 
more powerful or productive form 
of advertising copy.” 

The advertising pages of the in- 
dustrial publication are the market 
place of the reader, presenting 4 
great exposition of the goods he must 
buy to remain in business, and for 
this reason he doesn’t have to be 
lured or tricked into reading the ad- 
vertising, is the view of Mr. Neal. 

He further stated that the editorial 
contents of business papers tell the 
reader “how” and the advertising 
pages tell him “what with,’”’ the com: 
bination of which furnishes an ad: 
vertising tool fit for the hand of the 
best of advertising craftsmen. 


Glass Industry Changes 
John T. Ogden and Cornelius 0: 
Watney have acquired Glass Jus 
try and will publish it from 2° 


' Broadway, New York. A new rate 


card has been issued. 
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NEW CHROMALOX 
CATALOG MAKES 
BUSINESS HUM 


Second Edition Required 
Within a Month’s Time 


Pittsburgh, Pa., April 5.— A rush 
of business which followed the issu- 
ance of a new catalog last month by 

e Edwin L. Wiegand Company, 
manufacturer of electric heating 
units and equipment, has forced a 

cond edition to be printed within 

month's time. 


The original run of 10,000 catalogs 
literally melted under the avalanche 
of requests for them which poured 
1 from the company’s representa- 
tives, and from utilities throughout 
the country. The Wiegand officials, 
however, are not so much elated over 
the unexpected demand for the book, 
os they are over the fact that it may 
mark the turning point of the busi- 
ness to new and higher levels. 


Accounts that the sales department 
had never been able to open are be- 
ng added to thé company’s list of 
active customers since the new cat- 
alog was distributed 30 days ago. 
Jobbers who previously showed but 
little interest in electric heating 
equipment are now showing definite 
enthusiasm for going out and doing 

selling job. And, according to W. 
tiunter Snead, sales promotion man- 
aver, even the company’s own sales- 
men have responded as if a hypo- 
dermiec had been administered. 


Needed for Five Years 


\ll this activity is pleasing to Mr. 
Snead, also, because the new catalog 
is the materialization of an idea he 
had fought for five years to put over, 
and the results to date are more 
satisfactory than he had contended 
ihey would be. 

The catalog consists of 60 pages and 
cover of letter head size, punched 
on the fold side for loose leaf bind- 
ers. The back cover extends beyond 
the right edge of the pages and is die 
cut in letter file folder style, as a 
handy index if carried in a portfolio, 
or suggesting that it be placed in a 
reference file under “Heating Units 

Chromalox,” 
features, contributing an 
idea of usefulness, are believed by 
Mr. Snead to have created a favor- 
able first impression for the catalog 
which lead the recipient on to the 
There the reader found the 
story of electric heating equipment 
presented in a thorough, authorita- 
tive, useful, and interesting manner, 
urousing a desire in him to do some- 
thing about this business which was 
pictured so fascinatingly. 


These 


inside. 


Serves as Handbook 


rhe entire Chromalox line is shown 
in the new catalog with all speci- 
fications and detailed drawings that 
should be useful to the designer or 
user in making a selection of heating 
its suitable for his requirements. 
In this respect the catalog is really 
« handbook on the subject, including 
curves, charts, tables, calculators and 
other helpful information on electric 
heating problems in general. As far 
as possible, the pages were compiled 
as complete units, so that when sep- 
arate sheets were reprinted to be en- 
‘losed with quotations or letters, 
facili subject would be separate, yet 
‘Conplete on a single page. 

The four center pages of the cat- 
aloe take the reader on a pictorial 
‘rip through the company’s factory. 
The inside back cover page is de- 
Yoted to a form calling for details 
ber'aining to the selection of the cor- 
rect type of equipment for the elec- 
ric heating job under considera- 


‘ecause of limited time in which 
‘he catalog had to be produced, and 
‘he appropriation available for it, it 
Was printed in rotogravure brown on 
‘® pound white enamel stock, giving 
@ leasing effect and avoiding a 
heaviness which might have resulted, 
vecuuse of the solid composition, had 


ond color. 
Has Brilliant Cover 


The cover was lithographed in red 
and black on a Sorex jute type paper, 
selected for its strength and dura- 
bility. Varnishing produced a pleas- 
ing brilliancy which helped to create 
the favorable first impression appeal. 

A vertical wave motif running to 
the top of the cover dramatizes elec- 
tric heat. It has been used by the 
company for many years, and was 
selected after investigation revealed 
there was some objection among elec- 
tric men to the more commonplace 
flash denoting things electrical. 

The mailing weight of the catalog 
was held under the half pound mark 
to go for four cents at the fourth 
class bulk rate. To protect the in- 
dex tab from damage in the mail a|through the company’s 25 
light weight cardboard, the length of | offices, which were supplied with 
the envelope, was folded over the tab| only a sufficient quantity to meet 


branch 


and slipped with it into the envelope. | their immediate needs for the im-| 
The initial distribution was handle¢ | portant customers and for prospects 


job. 

In commenting on the success of 
the new catalog, Mr. Snead said it 
all boils back to the fact that you 
have to give customers and salesmen 
complete information about your 
products and what they will do, if 
you want them to use them or to sell 
them. 

Useful Catalogs Needed 


“If there ever was a time when 
catalog and sales literature in gen- 
eral should be revamped, brought up 
to date, and made most complete and 
helpful, now is the time,” Mr. Snead 
stated. “At the moment, such in- 
vestments in time and money may 
seem unjustifiable, but once the fin- 
ished job is properly distributed and 
put in the hands of important users 
of vour product, it isn’t long before 
orders will come back and the in- 
vestment pay a handsome dividend. 

“Already customers are sending us 
orders for items that they tell us 


fault is that? Even some of our own 
men who had complete information 
on certain items did not recognize 
these when they saw them in printed 
form. 

“In short, publishing a complete 
catalog is ene of the best investments 
we ever made. This has been proved 
in less than 30 days time after it 
was produced and distributed.” 


E.A.A. Will Be Told Value 


of Design in Industrials 


Alfonso Ianelli, noted sculptor and 
industrial designer, who has con- 
tributed to products of many leading 
industrial manufacturers, will ad- 
dress the April 9th meeting of the 
Engineering Advertisers’ Associa- 
tion, Chicago, on “The Value of De- 
sign in Industrial Products.” 

Robert J. Vanderpoel, financial 
editor, Chicago, Evening American, 
| will talk on “Inflation and Industry.” 


OBERGER, about 


“That glorious Nuremberger,” as Koberger was called by a 
competitor, Jodocus Badius of Paris, “with whom the pro- 
duction and distribution of good books was carried on as a 
sacred trust,” was the first to make printing a real business. 

Koberger maintained agencies over Europe to secure 
manuscripts and sell books. He had books printed in Basel 
and in Lyons. At Nuremberg he is reported to have kept 
daily twenty-four presses at work and to have employed 
no less than an hundred men. 

The productions of Koberger numbered 236 of which 
the most famous was the Nuremberg Chronicle —a sum- 
mary of history, geography and wonders of the world. 

By subsequent printers Ko- 
berger was considered far ahead 
of his times and one wonders 
what he could have accomplished 
had there been available to him 
such modern facilities as high 


speed presses, process color 


CHICAGO 
8 SOUTH MICHIGAN AVENUE 
NEW YORK 
122 EAST 42ND STREET 


Kimberly-Clar 


fC. U.S Pat. OFF, 


“ESTABLISHED 1872 


500 A.D 


became first Captain of Printing Industry 


engravings, and Kleerfect — The Perfect Printing Paper. 
In Kleerfect printers find the perfect relationship of the 
five desirable qualities of paper — strength, opacity, smooth 
surface, ink absorption and color. One quality has not been 
gained at the expense of another and all have been achieved 
at a price no higher than that of just printable paper. 
For all practical purposes Kleerfect lacks the “two- 
sidedness” in surface and color usually found in uncoated 
papers. Kleerfect’s color permits fine color tone differen- 
tials, Its non-glare surface is easy on the eye. Kleerfect 


has the strength required by modern presses and an opacity 


greater than old style papers of equal 


head, please, 


k Corporation 


weights. 


This advertisement is not 
printed on Kleerfect but we will 
gladly send samples of printing on 
Kleerfect to publishers, printers, 
advertisers. Write on your letter- 


to our Advertising 


THE PERFECT PRINTING PAPER Department in Chicago. 


MAMUPACTURED UNDER U.S. PAT WO. 19r8ORs 


NEENAH, 
WISCONSIN,U.S.A. 


LOS ANGELES 


| $10 WEST SIXTH STREBT 
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A New Kind of Sales Convention 


One of the largest and most enter- 
prising companies in the industrial 
equipment field recently held a sales 
conference whose purpose and pro- 
gram were decidedly different from 
those ordinarily employed. Instead 
of being a meeting at which the 
sales representatives were told how 
to get business, and departed filled 
with pep and information, they were 
expected to contribute directly to the 
success of the discussions. 

This meeting was designated as a 
products and methods conference, 
and the whole line, which is an ex- 
tensive one, was gone over with the 
Each 
from the 


proverbial  fine-tooth comb. 


product was examined 
standpoint of its design, construc- 
tion, price, competitive situation and 
method of merchandising. Salesmen 
were expected to criticize it from 
the angle of the buyer, and also to 
indicate whether it has a measurable 
advantage in the market over all 
competition. 

This particular company is noted 
for its sound engineering and excel- 
lent manufacturing methods, and 
has won a deserved reputation as a 
maker of quality products in the in- 
dustrial field. The fact that it ruth- 
lessly exposed the line to the frank 
comments of the salesmen, who are 
out on the firing-line and hear all of 
the criticisms of customers, mainly 
in terms of their comparisons with 
competitive products, meant that it 
was in earnest in wanting to get any 
would 


available information § that 


help to improve its situation. 


Incidentally, the salesman who was 
offered an opportunity to furnish 
suggestions 


| constructive regarding 


| . 
|the products he was selling, and who 


|failed to come forward with any 
worth while ideas for improving the 
goods either as to design, appearance 
or price, was left in a rather defense- 
less position with reference to any 
later complaints. But, more than 
this, the conference demonstrated to 
each salesman that he was being 
given a real part in determining the 
character of the products he presents 
to industry. 


The method of presenting the line 
to industrial buyers came in for more 
than a little discussion. The ques- 
tions of how to offer the product, 
what basic argument to use in get- 
ting the favorable attention of buy- 
ers, how to advertise it, and how to 
follow up advertising leads, were all 
And the adver- 
tising manager was on hand to tell 


gone into in detail. 


just what considerations are involved 
in writing the copy, selecting the 
mediums and planning the sales pro- 
motion effort to specific industrial 
groups. 

The products and methods confer- 
ence seems to be an excellent varia- 


{tion of the old-fashioned sales con- 
While not cut-and-dried, it 
is planned and directed, and while 


vention. 


not run exclusively from the top, it 
makes use of administrative leader- 
|ship, utilizing at the same time the 
large amount of valuable informa- 
tion, often latent, in the hands of 


| the salesmen. 


A Suggestion for Business Papers 


At a recent zone meeting of the 
Associated Business Papers, Inc., 
held in Chicago, S. B. Williams, edi- 
tor of Electrical Contracting, pre- 
sented some ideas which provoked 
much interest and discussion. They 
may have a very definite influence in 
future planning of business publish- 
ing activities. 

Mr. Williams suggested, in brief, 
that business papers are spending 
more, in proportion, to sell subserip- 
tions and advertising space than to 
produce the editorial content, and 
that it might be better from’ the 
standpoint of both readers and ad- 
vertisers, to increase editorial ex- 
pense as a means of reducing the cost 
of obtaining both subscriptions and 
advertising. 

Business publications, generally 
speaking, have maintained a_ high 
degree of editorial value during the 
have 


depression period; but they 


probably not gone as far as has busi- 
ness at large in the direction of re- 
design of product, to provide a more 
useful and attractive service to users. 

Many publications have made in- 
dividual improvements in typographi- 
cal appearance and editorial con- 
tent; but 
have been as far-reaching as those 


whether these changes 
which have marked the new offer- 
ings of manufacturers is debatable. 
Appropriating a larger share of 
the publishing dollar for editorial 
purposes would offer increased op- 
portunity for the production of more 
attractive, interesting and use- 
ful business papers, and hence 
should reduce the cost of obtaining 
subscriptions and advertising con- 
tracts. From that standpoint, Mr. 
Williams seems to have developed 
an idea that 


many publications 
}could put into effect to the great ad- 


vantage of all concerned. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


122. Distribution of Manufacturers’ 
Catalogues to the Engineer- 
ing and Industrial Markets. 


A series of loose leaf pages explain- 
ing the new selective distribution of 
the four Sweet’s Catalogue Files to 
consulting and contracting engineers, 
engineers and plant executives of the 
material industries, mechanical in- 
dustries, and power plants. Detailed 
lists are given of the products and 
the processes of the users of these 
four services, and the typical prod- 
ucts purchased by them. The method 
of original and supplementary dis- 
tribution to each group and the lists 
used for this service are discussed. 


124. The Mill and Factory Method. 

A colorful and graphically illus- 
trated explanation of the unique 
means whereby Mill & Factory ob- 
tains and maintains a circulation of 
the currently active buyers of indus- 
trial plant equipment and supplies, 
by enlisting the mill supply distribu- 
tor as its circulation manager to con- 
fine subscriptions to the actual buy- 
ing influences in the modern indus- 
trial plants. 


117. 1934 Survey of the Rock Prod- 
ucts Industry. 


This analysis of the rock products 
industry emphasizes the need for 
modernization of plants. Eighty, or 
about half of the total number of ce- 
ment plants in the country, for in- 
stance, are thirty years old or more. 
“While at least half of these thirty- 
year-old plants have undergone ex- 
tensive alterations from time to 
time,’ comments the survey, “many 
in this and other groups have kilns 
60 to 150 feet in length and other 
equipment in keeping. No cement 
plant today is considered modern 
which has kilns shorter than 175 or 
200 feet.” Published by Rock Prod- 
ucts. 


109. Behind the Scenes with Steel. 


The well known Cleveland paper 
has begun publication of a four-page 
pamphlet in handy size “to foster 
among its readers a better under- 
standing of its editorial objectives, 
policies and functions and to assist 
these readers to obtain greater values 
from their use of the weekly issues 
of Steel.” The little paper, however, 
will be as interesting to advertisers 
as to readers. 


110. Baking Industry Facts and Fig- 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
this survey by Bakers’ Helper indi- 
‘ates. A decrease of only 6.6 per cent 
from normal poundage was reported 
by the industry in 1931, though dol- 
lar decrease was somewhat larger. 
Total value of baked products in 1931 
is placed at $1,190,047,000, showing 
that this industry will never fall be- 
low a billion dollars in its worst 
year. Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


101. Steam Plant Practice in the 
Meat Packing Field. A report of an 
engineering conference for the dis- 
cussion of trends in the design and 
equipment of steam plants for the 
production of steam for processing 
and power purposes. The National 
Provisioner, Chicago. 


84. 1930 Inventory of Metal-Work- 
ing Equipment. A 70-page survey 
covering the metal-working field 
issued by American Machinist. 


DESIGN WITH THOUGHT FOR OPERATOR 


"What's the point of inventing a 


better mouse trap, when the mice 
are satisfied with the ones they're using?" 


Who Has Product That 
Needs Development? 


To the Editor: For many years 
we have devoted our efforts to the 
manufacture and sale of centrifugals 
and particularly to the development 
of new processes involving the use 
of centrifugals. We 
equipped laboratories, an organiza- 
tion of graduate engineers and chem- 
ists, our own resident patent depart- 
ment, factories in the United States, 
England, and France, and a world- 
wide sales organization of graduate 
sales engineers. 

We feel that we are _ ideally 
equipped to take over a new prod- 
uct, either a machine or a process, 
complete the development work, im- 
prove the patent protection, and 
finance the manufacturing and sell- 
ing of it. 
you could put us in touch with those 
who have need of a_ technically 
trained organization to handle all 
phases of a manufacturing and sell- 
ing program. 

We believe the product we would 
like is most apt to come from 2@ 
trained technician and we would pre- 
fer not to take the time to investi- 
gate the hundreds of suggestions 


quate technical training. 

We would not be interested in 
household appliances, automobile ac- 
cessories, or the like that sell in 
large quantities at a small unit price, 
unless of exceptional merit. We 
would prefer one that sells at a large 
unit price, one that has adequate 
patent protection, and one that com- 
mands a sufficient margin of profit 
to warrant the development cost. 

We would, for example, be inter- 
ested in a new process for one of the 
process industries such as a new oil 


have had extensive experience. 
Again, we would be interested in a 
new marine device that would sell 
for $1,000 or more per unit. 
Can you assist us in finding a new 
machine or process? 
READER. 


. © 6F 


Who Can Help? 


To the Editor: In connection with 
our course in Industrial Marketing 
we are working up a laboratory prob- 
lem having to do with the making 
of advertising schedules in various 
industrial publications. We planned 
on using for reference in connection 
with this work the Market Data 
Book. 


Voice of the Industrial Advertiser 


have well | 


It has occurred to us that | 


that might be made by men of inade- | 


The problem which we are work- | 
iug up consists in having the student | 


| determine the magazines in which 
'to advertise in order to reach the 
| various fields, and the materia] in 
ithe Market Data Book will be espe- 
cially valuable for that purpose. 

We shall greatly appreciate any 
further assistance you can give us 
|in this matter. 


| JOHN R. BANGs, JR.. 

| Head of Department of Administra- 
| tive Engineering, Cornell 
University, Ithaca, N. Y. 


+. + ¥ 


Finds “Class” Helpful 
To the Editor: While I read and 
enjoy every issue of ADVERTISING AGE, 
'and particularly the CLAss Anp Ivy- 
| DUSTRIAL MARKETING SEcTION, I found 
| that the issue of March 3 was un- 
}usually helpful. The article on the 
Graphic Arts Code, the discussion of 
| catalog distribution, the presentation 
|of the controlling facts undeveloping 
the U. S. Pipe advertising story, to 
|mention but three, are full of lively, 
timely facts. Keep up the good work. 

G. VAN ALSTYNF, 
Advertising Manager, Air Reduction 
Sales Company, New York. 


, ¥ F 


Better by Two 
To the Editor: Far be it from me 
|to start an argument, but Mr. Deck- 
|er’s letter, appearing on page 4 of 
|your March 3rd issue, carried a typo- 
| graphical error. 
| The Fairbanks, Morse & Co., adver: 
| tisement in the June, 1933, issue of 
| Diesel Power occupied 103 pages, 
not 101. 
|; Our companion paper Motorship 
|carried the previous largest single 
|}advertisement—the Winton Engine 
|Corporation’s 100 page announce 
{ment in the March, 1933 issue. 
Rex W. WaApMAN. 


General Manager, Diesel Powe’. 
New York. 


refining process in which field we | 


* F F 


Premiums Approved 

| To the Editor: Through the ef 
forts of President Seely and Execu 
tive Secretary Hirst of the Adverts 
ing Specialty National Association 
|/and other members of the Code Atv 
thority, an executive order was s& 
cured from President Roosevelt ¢* 
plicitly stating that advertising sP& 
cialties are recognized as a legitl- 
mate advertising medium, and com 
mercial bribery clauses in the various 
codes should not be construed 
prohibit their uses. 


Harry J. Joserils 
President, Parisian velty 
Company, Chica&° 
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LANG OUTLINES 
VAST PUBLICITY 
PROGRAM OF G-E 


Milwaukee, Wis., April 2.—As part 
of his dramatic presentation of “The 
End of Advertising,” given before 


fully selected industrial papers right 
to the prospect’s desk, telling him 
What General Electric has to offer 
for the better operation of his plant 
and Why he should buy it. Hun- 
dreds of these same messages are 
held in reserve in the form of re- 
prints, and used directly by the sales- 
man to emphasize his story. 

“S” in this part of the formula 
stands for sales movies, doubly ef- 
fective because they talk like a sales- 
man and show the product they are 
talking about. Mr. Lang believes 
they are destined to become one of 


the March meeting of the Milwaukee 
Association of Industrial Advertisers, | 
Chester H. Lang, manager publicity | 
department, General Electric Com- | 
pany, Schnectady, N. Y., included an | 


explanation of the various el “S” again, stands for sales pro- 


dients Which he said comprise the | 
G-E advertising formula, NIRCAEES.- | 
pS-LASE. 


Will Produce Sales 


| 

Unintelligible as this alphabetical | 
hodge-podge may appear, Mr. Lang | 
explained that it represents a sound | 
selling plan, which, when properly | 
handled and used in the correct se- | 


quence and coordination, will yield 
the basic objective of advertising, 
which he called the end of advertis- 


the most powerful allies of the sales- 
man in driving home the message of 
Why to buy. 

“E” symbolizing electric signs, tells 
Where it can be bought. 


|motion service which makes every 
|G-E salesman a close partner in its 
endeavor to do a thorough advertis- 
ing job by direct mail. 


Tie In Salesmen 


In elaborating on this point, Mr. 
Lang explained that each office de- 
termines just what products or ideas 
it wishes to emphasize. Each sales- 
man signs the specially prepared let- 


and does a personal job in selecting 
or discarding. Thus, he has a con- 
tinuity of action between calls, and 
its cumulative effect, according to 


company’s most productive advertis- 
ing tools. 

And last of all is “R,” standing for 
| research — market research which 


ters to his customers and prospects, | 


|Mr. Lang, is becoming one of the | 


_|distributors for resale, and Mr. Wil- 


| provides the data on markets and 


| customers required to answer the 


preceding questions. 


Monsanto, Big Advertiser, 
Breaks Earnings Record 


| In this illuminating manner, Mr. The Monsanto Chemical Company, 
|Lang thus told of the broad activi-| St. Louis, Mo., one of the largest 
‘ties of the General Electric Com- | users of industrial paper advertising, 
pany’s publicity department, which | had the most profitable year in its 
are directed primarily to help the| history during 1933, according to 
|salesman to bring in the order. figures in the annual report issued 
last month. 

Net earnings amounted to $2,221,- 
Revere Appointments 207, or $5.14 per share, nearly double 
RR. H. Binns, Jr., and S. H. Wilson| that for 1932. Sales were 32.8 per 
/have been advanced to positions of | cent greater than the preceding year. 
|assistant general sales managers of 
| Revere Copper and Brass Incorpor- 
ated, New York. 

Mr. Binns will devote his time 
|principally to products sold through 


Maujer in Own Building 

The Maujer Publishing Company 
has moved its plant and home offices 
into its own building at 505 Pleasant 


|son will specialize on sales to indus- . 
St., St. Joseph, Mich. 


|trial consumers. 


| 


ing--INCREASED SALES, but still | 


more 


PROFIT. 


Each of the activities, which he | 


alphabetized, is employed to answer 
one or more of four tiny, but huge 
questions, Which he said must be 
answered in the mind of the prospec- 
tive customer, before a salesman can 


get an order. The four questions are: | 


Who?, what?, why?, and where? 
Explains Formula 


The elements that tell Who and 
What inelude Sunday night and 
other radio programs, educational or 
institutional magazine advertising, 
calendars and diaries, the news bu- 


important than that—AT A | 


| 


| 


reau, exhibits, lecture service, cata- | 
logs, handbooks and renewal part | 


bulletins, deseriptive sheets and bul- 
letins, and agricultural advertising 
and broadcasting. 

The remaining elements in the for- 
mula, as Mr. Lang explained them, 


| 
| 
| 
| 


| 


tell the prospective buyer Why and | 


Where. 


In this group, “A” stands for ap- | 


paratus space advertising, a never 
ending regiment of silent assistant 
salesmen, as he termed them, that 
travel in a hundred or more care- 


MEASURED 


G.E.SALESMAN. 


The “G-E Salesman,” illuminated display 


wed by Chester H. Lang, manager pub- 
‘city department, General Electric Com- 
Pany, Schenectady, N. Y., in his talk 
before the Milwaukee Association of In- 
dustrial Advertisers to point out graphic- 
‘ily that only 15 per cent of the average 
‘alesman's time is spent in presence of 
Prospects; 40 per cent is required to get 
‘0 them, 10 per cent waiting to see them, 


Th 


the salesman to bring in the order. 


nd 35 per cent is used for office work. 
us the necessity for advertising to help | 


Railway Traifie Shows 
Sharp Gain | 


Improved Traffic Means Greater 


Railway Earnings and Purchases 


INCE the first of the year rail- 
~ way traffic has shown an impres- 
sive and continuous rise ... with a 
resultant sharp increase in railway 


earnings. January net railway op- 
erating income was 127 per cent 


more than that of January, 1933 and 
176 per cent more than that of Jan- 
uary, 1932. In February also, a 
marked improvement is indicated by 
earning reports of individual roads, 
and car loadings point to equally 
impressive gains in March. 


Improvement in basic railway con- 
ditions will be accompanied, as they 
always have been, by increased pur- 
chases. Already the railroads have 
purchased, with the aid of PWA 
loans, almost as much new equip- 
ment as was reported in the last three 
years. Further extensive purchases 
of locomotives, passenger cars, 
freight cars, rail, and materials and 

supplies are 


Pere 


LH 1934 


1932 


—_—T 


L-~ 


f 
= |! 


important railway market, but it is 
only a start... for railway buying 
needs are the greatest in a decade. 
The improvement in traffic and earn- 
ings, now rapidly materializing, 
promises to furnish the most power- 
ful spur to an inereasing volume of 
railway buying. 

Every factor in the railway situation 
today emphasizes the importance of 
early and aggressive sales efforts .. . 
not only to secure a share of the 
substantial volume of business that 


now exists but to prepare for a con- 


These publications enable you to sell 
to the entire railway industry or just 
a part, according to your specific 
needs . .. for each publication is de- 
voted to the interests of one depart- 
ment of railway service and each one 
has a specialized audience of im- 
portant railway men. 


The Railway Age enables you to 
reach railway executives, operating 
officers, purchasing officers and de- 
partment heads. The other four pub- 
lications reach the men within the 
several railway departments who se- 


30 Church Street, 


105 West Adams Street, Chicago 
Washington, D. C. 


pending. tinuous and expanding steam rail- lect and specify materials and equip- 
Pe rer * 
ALL | Railway This activity is “*) market. eee. 
= - : | Mechanical Engineer | providing an The five Simmons-Boardman depart- | With railway traffic and earnings im- 
re a ey i immediate and mental railway publications provide proving, and with railway buying ac- 
_ i the mediums for reaching effectively tively under way, the time is oppor- 
— oer and economically the railway men tune for aggressive railway sales ef- 
Electtcal Engineer who control appropriations and who forts . . . through the Simmons- 
i specify and influence purchases. Boardman railway publications. 
S =f | 
Railway, 
Engineerin 
Maint ang 
Simmons-Boardman Publishing Company 


New York, N, Y. 


Terminal Tower, Cleveland 


San Francisco 
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Old Engravings 
Made Effective 
In Direct Mail 


| 
; | 

Cleveland, Ohio, April 2.—How | 
available engravings may be used | 
effectively in direct mail pieces, with 
a slight additional cost for cutting 
color plates, has been demonstrated 
in a new series of folders just pro- 
duced for Lamson & Sessions Com- 
pany by John C. Stephan, advertis- 
ing service. 

The eight pieces advertising bolts, 
nuts and screws are of the four-page 
letter size, and have been produced 
in black and silver. Illustrations are 


OLD INDUSTRIAL PAPER ADVERTISING CUTS ADAPTED TO DIRECT MAIL Gil 


endable scurtce [oles 


A DEPENDABLE SOURCE FOR 63 YEARS 


C 
Mee 


of t 


ALES OFFICES 
restos” 


laul 

unretouched photographic reproduc- prol 

ee: re tions designed to mirror the quality ing 
ES. of the products advertised faithfully pro 
vo and without exageration. copy 

} busi 

Gets Realistic Effects | ting 


rubl 
for 


In the folder dealing with cotters, | abies 2 Secchi ett. Se 
for instance, the largest cotter on the —a eS eee : 
front page shows an accidental nick, | Planned with the thought in mind of 


and the photograph was used as 
taken to carry out the idea of 
naturalness. The steel rules shown 
in this picture are also found to 
check accurately, thus again register- 
ing the idea of truthful representa- 
tion. All illustrations were purposely 


presenting a mirror-like picture of 
the company’s products. 

Most of the halftones used in the 
folders are from previous years’ trade 
paper advertising, and were adapted 
to their new use with but a small ex- 
penditure for color plates. 


the McGraw-Hill Publishing Com- 
pany, has been appointed central 
eastern manager for the Maujer Pub- 
lishing Company, publisher of Jndus- 
trial Power. 


THE BIGGEST PACKAGE 
Ever Offered at the Price! 


Cooperation! The promotion of worthwhile advanced ideas 
—-service that develops into concrete assistance for every 
member—and at a price below the cost of a good 

evening's entertainment. 


Here are a few of the valuable 
services your inexpensive mem- 


bership includes: 


The National Industrial Advertisers Association has 


members-at-large throughout the country and 
chapters in the leading industrial centers. It 
offers you the only medium for the free 
exchange of ideas and plans between 
members and local associations in the 
industrial field. It has been and will 


be a forceful aid in 


securing gov- 


ernment cooperation in the 


preparation of 


Industrial 


Marketing Data. It helps 
you in a hundred ways 


to do a better job 
for your company 


—to make a 


NATIONAL 


@The results from continual service on 
principal problems by active committee work 
—work dealing with such subjects as cor- 
poration and product analysis, industrial 
market analysis, distribution methods, pub- 
lication advertising, direct mail, catalogs, 
etc. 


@A cooperative program service through 
each local group. 


@ Aid in sales promotion. 
@ Case studies in the industrial selling field. 


@ Information on what others are doing in 
handling publicity. 


@ An annual national convention and ad- 
vertising exhibit for organizations selling to 
industry. 


@An unequalled personal contact with the 
members of companies to which your own 
firm sells. 


It's the biggest package ever offered 
at the price. 


better job 
for your- 


You should be a mem- 
Why not write for 
information now? 


INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
537 South Dearborn Street 


Chicago 


INDUSTRIAL TRADE 
IN COLOR SPREADS 


Specific Campaigns Drawn for 
Each Medium Used 


New York, April 3.—Continuing 


| its drive for industrial lubrication 


sales started three years ago, the 
Tide Water Oil Company last month 
resumed its campaign in industrial 
papers with color spreads. 

The steadily increasing share of 
the industrial business which the 
company has enjoyed since it first 
entered this field is seen as the re- 
sult of coordinating advertising with 
product improvements, and creating 
distinct yearly campaigns on a foun- 
dation of tangible evidence of superi- 
ority. 

Outlining the continuation of these 
policies for the advertising year just 
beginning, Walter Sauer, assistant 
advertising manager in charge of in- 
dustrial and export advertising, di- 
gressd to point out that 1933 indus- 
trial sales showed a net increase of 
40 per cent over 1930. 

The program for this year em- 
braces color spreads in Power, Iron 
Age and Coal Age. Specific cam- 
paigns for each medium feature spe- 
cial lubricants used in the industries 
served by these publications, 


Started Three Years Ago 


The company began its drive for 
industrial sales three years ago with 
a campaign in Power and Power 
Plant Engineering, featuring Ede 
leanu-refined turbine oils. The first 
year’s copy described the new process 
and its advantages and pictyred the 
inert matter extracted by the treat- 
ment. 

The second year’s advertising was 
based on results of comparative tests 
of Tide Water’s turbine oil with 12 
competitive products. Conditions and 
results were stated in full, but brand 
names were excluded. 

The following year’s campaign fea- 
tured an offer to “re-refine,”’ or to 
test, any sample of turbine oil sub- 
mitted by a customer or prospect. 
The “re-refining” was done in the 
presence of witnesses named by the 
user, and the results of tests made 
for well-known plants were incorpo- 
rated in the copy. 


Makes Flexible Guarantee 


The new copy announces a mini- 
mum guarantee of 10,000 service 
hours and the offer to make addi- 
tional guarantees to fit individual 
cases where Tide Water engineers 
are permitted to check on operating 
conditions. 

“Defined in these terms, the offer 
of the guarantee is certain to attract 
attention,” said Mr. Sauer. “Users 
will also be interested in purchasing 


. : in the engineering survey involved and 
erate «os TIDE WATER AFTER 9" : 
Joseph H. Burns, for years wit Last year the company introduced 


a new roll neck grease for steel 
rolling mills through Iron Age. In- 
stead of packing it in barrels, as 
had been customary, the grease was 
moulded in blocks and packed in a 
case easily slipped off. This design- 
ing enabled the mechanic to cut fills 
in evenly and correctly sized shapes 
with wire, instead of moulding them 
by hand. 


Vary Grease Campaign 


The economy and efficiency of the 
pack was described and pictured in 
the advertising, which will be con- 
tinued with a varied treatment 
through 1934. 


The company’s first advertising to 
the coal mining industry appeared 
in the March issue of Coal Age, and 
stressed color as one proof of quality. 
This approach was suggested by the 
fact that all engineers know that 
Pennsylvania cylinder oils, which 
are made from the best paraffine wax 
stocks, have a greenish cast, Mr. 
Sauer explained. Tide Water’s lu- 
bricant for mining applications has 
this hue, instead of the more com- 
mon black and brown casts, and the 
most will be made of the fact. 


In line with the discourse on the 
merits of the color, green will be 
used as the second color in publica- 
tion advertisements. 

Tide Water lubricants are sold 
direct to industrial consumers. The 
company’s agency for industrial ad- 
vertising is G. M. Basford Company. 


Distribute Six Papers of 
1933 N. I. A. A. Meet 


Copies of six papers presented be- 
fore the 11th Annual Conference of 
the National Industrial Advertisers 
Association, at Chicago, June 1933, 
were distributed to (members last 
month by headquarters. 

The following were included: 

“Advertising and Selling Standard- 
ized Automatic Coal Stokers as Spe- 
cialties—A Case Study,” by Dale 
Wylie, sales promotion manager, 
Iron Fireman Manufacturing Com- 
pany, Cleveland, Ohio. 

“Advertising in Overalls,” by L. 5. 
Hamaker, sales promotion manager, 
Republic Steel Corporation, Youngs- 
town, Ohio. 

“Whitewashing the Sales Fence.” 
by J. O. Ferch, advertising manager, 
Harnischfeger Corporation, Milwau- 
kee, Wis. 

“Industrial Sales Promotion,” as 
illustrated by a part of Crane Com- 
pany’s promotional effort, by R. ©. 
Creviston, sales promotion manager, 
Crane Company, Chicago. 

“Chickens Come Home to Roost,” 
a brass tacks talk on group catalog: 
ing, by William Buxman, vice-pres!- 
dent, McGraw-Hill Catalog & Dire¢- 
tory Company, New York. 

“A Picture of the Problem of Mar- 
keting to Industry,” by W. L. Rick 
ard, president, Rickard & Co., New 
York. 

The American Multigraphing Com 
pany, St. Louis, Mo., reproduced the 
papers by the Multilith process and 
donated them to the association. A 


on a basis which gives them an ac-|few additional copies are available 


curate check on operating costs, and at national headquarters of N. I. A. +. 
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GOODRICH STARTS 
BROAD DRIVE FOR 
INDUSTRIAL TRADE 


Seeks New “Applications for 
Rubber 


Cleveland, Ohio, April 5.— The 
Mechanical Rubber Goods Division 
of the B. F. Goodrich Company has 
launched an extensive campaign to 
promote the use of rubber in combat- 
ing the problems and improving the 
products of industry. Aim of its 
copy is to reach plant executives and 
business men for the purpose of set- 
ting forth the many possibilities in 
rubber. A definite bid will be made 
ior readers to utilize the experience 
and engineering resources of the 
Goodrich organization. 

Mediums selected are Business 
Veek, Factory Management, Mechan- 
i al Engineering, Product Engineer- 

y, Factory, and Fortune. Each will 
carry the entire campaign which will 
run through the balance of the year. 

Introductory copy, which first ap- 
peared in Business Week of March 3, 
was a grand parade of transportation 
and industry entitled, “Rubber on 
the Mareh.” A_ thought-compelling 
message brought forth many recent 
applications of rubber to increase 
sales, absorb vibration, prolong life, 
cut eosts, prevent accidents, and im- 
prove service. This copy was de- 
signed to set the field for specific 
play on various major functions of 
rubber. 

The second release extolled the vir- 
tues of rubber for isolating vibration; 
the third for increasing sales. 


Toys Made Example 


in getting down to cases, the latest 
piece of copy deals with the use of 
by the toy industry, and 
styles Goodrich as one of Santa 
Claus’ chief helpers. Not forgetting 
the father’s weakness for playing 
with his son’s toys, the copy informs 
him that the rubber tires he noticed 
on the latest addition to the child’s 
minature automobile fleet were the 
means of doubling the sales of this 
item, and suggests that rubber’s sales 
building qualities may have the same 
ellects if applied to his own products. 

“Rubber on the march” will be the 
theme of the campaign throughout, 
in which rubber will progress to new 
heights of usefulness. Copy will 
carry illustrations stressing the 
underlying thought of the message. 
Goodrich mechanical rubber goods, 
already stocked, are to be listed in 
each release, as well as an invitation 
to make use of Goodrich engineers 
in solving new problems. 

Practical and specific success 
stories involving rubber are planned 
to capture interest and stimulate 
thought along progressive lines. Sixty 
years of research and the develop- 
ment of 30,000 mechanical rubber 
products by Goodrich have given the 
company a wealth of material and 
experience to draw from. “All prod- 
ucts, all problems in rubber,” sums 
up the aims of Goodrich application 
engineers. 

Advertising of the Mechanical Rub- 
ber Goods Division is being handled 
by The Griswold-Eshleman Company. 


rubber 


Milwaukee to Discuss 
Media and Copy Appeal 


A committee of the Milwaukee As- 
sociation of Industrial Advertisers is 
‘Studying the subject “Magazine 
Media and Copy Appeal,” among its 
member companies, and it will be 
‘trown open for discussion at the 
April 26th meeting. 

The committee plans to extend its 
esearch later to other chapters of 
the N. I. A. A. 


Pittsburgh Votes to 
Become N. 1. A. A. Group 


The Industrial Advertising Council 
‘t Pittsburgh, Pa., has voted to ap- 
bly for membership, as a local chap- 
er, to the N. I. A. A. 

The next meeting will be held 
April 19, 


SANTA'S HELPER 


Goodrich Teams 
wilh Sale 
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Tiny rubber tires which doubled the sales 

of miniature automobiles are cited as 

one of rubber's sales building achieve- 

ments in the new Goodrich campaign 

seeking to broaden the application of 
rubber in industry. 


Delco Attacks 


Consumer Field 
For Its Motors 


Dayton, Ohio, April 5.—In an ef- 
fort to familiarize Mr. and Mrs. Con- 
sumer with the importance of elec- 
tric motors in household appliances, 
the 1934 campaign for Delco motors, 
conducted by Delco Products Cor- 
poration, through Campbell-Ewald 
Company, Detroit, Mich., will employ, 
for the first time in the company’s 
long advertising history, according 
to the agency, a consumer publica- 
tion. 

Columns Carry Story 


Twenty single column insertions, 
scheduled to appear in Time through- 
out the balance of the year, were 
preceded in March by a full page in 
two colors featuring ‘Modern Living 
in the Home Centers Around Delco 
Motors.” Each column will bear an 
appropriate picture conforming, as 
will the captions, to the editorial 
content of the copy. 

In a_ typical advertisement, a 
woman is shown standing in front of 
an open refrigerator under the cap- 
tion, “Delco Motors Constantly on 
Guard.” Copy states, “You trust 
your family’s health to your electric 
refrigerator, and do it without a mo- 
ments hesitation. You know that the 
motor that circulates the refrigerant 
is a thoroughly reliable servant. 
Your food is safe, because refrigera- 
tor motors—silent, unseen, seldom 
even considered—must never sleep, 
never fail. Like the motors of oil 
burners, ironers, washing machines, 
they must always stand ready to 
serve. Certainly, then, there is more 
than coincidence in the fact that the 
better household appliances are pow- 
ered with Delco motors.” 


Features Familiar Uses 


Other captions will stress, ‘Keep 
The Home Fires Burning’—‘Take 
Work Out of Washing” and “Power 
That Saves Hours.” 


Advertising to industry will ad- 
here to the former policy of stressing 
not only the exclusive mechanical 
features found in Delco motors, but 
also the importance of equipping 
household appliances with Delco mo- 
tors, which, according to Delco Prod- 
ucts Corporation, are motors of def- 
inite mechanical superiority. 


Pages Run in Color 


Full pages in two colors are sched- 
uled to appear monthly in Electrical 
Refrigeration News, Products En 
gineering, Electrical Manufacturing, 
Heating, Piping and Air Condition- 
ing, Fuel Oil Journal and Oil Heat. 

Each advertisement will stress one 
of the following three exclusive fea- 
tures: “Only Delco’s Have Sealed 
Lubrication,” “Entirely Free From 
End-Play Noise,” and “Only Delco’s 
Have This Vulcanized Rubber Cradle 
Mounting.” 


Uses Industrial 
Papers to Build 
Up a Trade Mark 


Troy, Ohio, April 5.—Industrial 
paper advertising is playing an ef- | 
fective role for the Gummed Prod- 
ucts Company, makers of Trojan 
gummed paper and box tape, and 
“Tread” gum tape, in a change of 
sales policy by which the output of 
the company will hereafter be mar- 
keted under its own trade mark. 

For 20 years, Trojan gummed paper 
has been sold to printers, label spe- 
cialists and lithographers under the 
private brand names of the com- 
pany’s many distributors. Naturally, 
among some of the larger distribu- 
tors, there was a certain amount of | 
resistance to the change, which had 
to be overcome before the company 
could expect the cooperation of these 
outlets which had devoted consider. | 
able sales effort, time and money to | 
establish their own private brands. 


Win Distributors’ O. K. 


It was not until a carefully planned 
advertising and sales promotion cam- 
paign had been established, and the 
distributors were assured that they 
were to have the unqualified support | 


View in pump room of Needham Strect Pumping Station, Newton, Mass. 


Horsepower Is Stepping Up.. 


Power 


The business trend in the power plant market is 
definitely upward. The output of the electric 
light and power industry has been stepped up 


to 90 per cent of its peak volume. 


plants, oe utilities and service institutions 
are replacing worn-out power plant units. 
Modernization programs are resulting in in- 
creased business for manufacturers of power 
plant machinery, equipment and supplies. 


Typical of the many important power plant 
modernization projects recently completed or 
under way is the Needham Street Pumping 
Station at Newton, Mass., a detailed description 


of which appears exclusively in 


PLANT ENGINEERING. New 250 hp. water 
tube boilers, superheaters, unit coal pulverizers, 
boiler feed pumps, coal conveying equipment, 
turbine pumping and generating units, con- 
densers and an electrical switchboard 


| trade from an unlabeled to a trade- 
marked product without loss of business. 


|of the manufacturer, that they con- 


SSS 
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|of a portfolio, “Why You Should Sell 
Trojan Gummed Papers,” that was 
delivered and explained to the dis- 
tributors by the company’s represen- 
tatives. It showed the complete ad- 
vertising and promotional campaign, 
and left no doubt in the mind of the 
distributor but that he should tie up 
to this comprehensive effort. 

The list of publications now being 


AFTER 20 YEARS 


|}used consists of American Paper 
Merchant, Printing, Printing Indus- 

y IT HAS WON YOUR . — — ” io ain ee fag Cre. 
=~ ENDORSEMENT « = try, Inland Printer, Graphic Arts 
bcRmattiiionnoeiengmicmminuun, jmonthiy, and American Pressmen. 
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Changes or additions may be made 
later in the year. 
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Tape and Seerting “Tread” Gummed Tape 


The decision to change over from 
private brands to mill brands was 
made in order to build up a more 
* SE 2 Be substantial and more stabilized busi- 
spate ness, and one upon which the manu- 
facturer could depend as a result of 
its own efforts. 

The program for this year, as out- 
Industrial paper advertising is playing an | lined by William P. Ellis, vice presi- 
effective role for The Gummed Products | dent. The Jay H. Maish Company, 


Company, Troy, Ohio, in switching its /Marion, Ohio, agency handling the 


account, is not so much to create 

| sales as it is for developing recogni- 

| tion for the Trojan trade mark, and 
to establish a greater dealer coverage. 

sented to get behind Trojan gummed | The present effort is but a part of 

paper, as such. la program embracing several years’ 
Confidence was established by use | work. 


a Gummed Paper 


Plants Are Buying Now! 


among the units purchased in rehabilitating 
this water pumping station to increase its 
capacity and efficiency. 

Manufacturing 

Even a brief survey of power plant projects 
under way and of money appropriated for near- 
future projects reveals that there is a vast 
amount of business to be had, and those manu- 
facturers who now make an aggressive drive 
for this business are the ones who will share 
in the expenditures being made. 


POWER PLANT ENGINEERING will present 
your advertising story to the engineer executives 
who control the buying of machinery and equip- 
ment for generating, transmitting and utilizing 
lg for America’s leading plants. Further 
acts about the effectiveness and economy of an 
advertising program in POWER PLANT EN- 
GINEERING will be furnished on request. 


April POWER 
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Charter Member A. B. C.—A. B. P. 


53 West Jackson Boulevard, Chicago, III. 
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will help. 

This company sells to water works 
officials and engineers in municipali- 
ties, ete. They formerly maintained 
their mailing list on the basis of per- 
sonal names, Finding personal names 


difficult to keep up to date, they are | 
| 


planning to abandon this and 
titles instead. 

We have advised against this pro- 
cedure, but as we are most anxious 
to advise them correctly, we are 


looking for other opinions. 


use 


ADVERTISING AGENT. 


This is a question that never 
settled. You are entirely right in 
advising your client that it is much 
more desirable to address their cus- 
tomers and prospective customers by 
name rather than by title. How much 


is 


| consideration. 


you may readily see that regardless 
of the desirability for personal 
names, if your client’s list changes 
too frequently, personal names may 
be impractical. 

The question of the number of 
times the list will be used is another 
Frequently if a list is 
not going to be used more than three 
or four times a year, and if other 


| good lists are available, it will pay 


to use those lists instead of main- 


| taining a list of your own. 


A good example of this is the ac- 
curately divided lists maintained by 
publishers of industrial papers. Their 
lists are maintained at all times, and 
through the group use of their cus- 
tomers, the cost per unit very 
small. 

One of the greatest 


is 


weaknesses in 


in the industrial magazines. It now 


seems that bleed pages are also be- | 


coming quite the in general 
magazines. 
Our general management has asked 


me why we do not use them. I am 


rage 


sending along some of our advertise- | 


ments and literature and would like 
to have your opinion. 


ADVERTISING MANAGER. 


Just as soon as one leading adver-| money to purchase any space except 
tiser establishes a style, others copy | perhaps small cards in the principal | 


advertising appropriation accomplish 
anything at all that may be noticed. 

I am attaching an outline of the 
fields we must cover, the sales or- 
ganization that is covering it, and 
other data, and would like to have 
your suggestions. 

SALES MANAGER. 


With the small appropriation you 
indicate, it is probably a waste of 


oa - - hes = = é 
8 CLASS & INDUSTRIAL MARKETING SECTION April 7, 1934 
direct mail work is poor mailing In your case, however, with your |and helping the user in the use of 
lists. A second weakness, if it might] product, I am wondering if a great | your product. 
be called such, is the over-expendi-| deal of white space, a small picture,| In case of some commodities it is 
ture of time and money in maintain-| and a small amount of copy in the| reported that men have secured prac- 
‘ing good mailing lists that are not| middle of the page would not serve tically a corner or monopoly, and 
in industrial advertising and marketing ‘used enough to warrant the expense. | the purpose and provide a refreshing |then through skillful publicity in. 
Returning to your original ques-| relief from those who are crowding creased the demand which in tury 
4 tion, it is highly desirable to use|even the margins with their bleed | raised the price and developed splen- 
CONDUCTED by KEITH J. EVANS personal names providing the cost to | advertising. did profits. ot 
maintain them is within reason com- ewe Normal and reasonable publicity, 
" : ’ ae : pared with the use. even if sometimes forced, is good 
Mailing Lists co pay foe this feature is the ques- More Thought at providing it is sound and you have a 
As we are having « slicht differ- tion. . , * * the Point of Sale reasonable understanding of what 
ence of opinion with our client re-| We came across a 90,000 list re- Copy-Cat ’ €' your public will accept. Otherwis: 
saciid antes i. cently that had 28,000 changes in py-a We have been having quite a bit| you become a nuisance, the editor 
garding matting Nats, would tke to 925 96 : oe 922 ¢ I notice more and more bleed pages | o¢ qifficulty i aki very thi | Sets ‘ ; ‘cage 
know if you have information that 1932, and 32,000 changes in 1933. So | Of difiieu ty in making a very thin) have you labeled, and then even good 


| publicity frequently goes unnoticed 


7 V FT 
| 


Rotogravure 
Occasionally we have seen rather 
|clever rotogravure effects developed 
|by advertisers selling to industry 
'How do these compare in cost with 
jregular printing and what do you 
think of their effectiveness? 


ADVERTISING MANAGER. 


Rotogravure is one of the inex 


it until it becomes so commonplace | magazine covering each of your prin-| pensive methods for developing di 


that it is undesirable. 


need a bleed page. There are prod- 
ucts that are helped by a bleed page. 
Generally speaking, if there were not 


too many bleed pages, this type of | 


advertisement would have great at- 


tention value. 


Will these thousands 


visil 


your 


N 


for whatever will help to generate, transmit and use 


power more effectively or economically. 


No arm chair or swivel chair buyers, these. 
Union, from all the Americas, from Europe and the East, they will 
travel to the 11th National Exposition of Power and Mechanical Engi- 
neering at Grand Central Palace, New York, December 3 to 8, 


One common motive draws them to this National Capital of the 
neering World at that time: to see what manufacturers have to 
to hear what their engineers have to say, to lay their needs on the 
to compare, to judge and, very frequently, to buy. 


The last previous National Power Show in New York drew 39,000 
registered visitors—a veritable “Who’s Who in Industry.” 
attendance is sure to exceed past records and pent-up needs are greater 
than ever before. What have you to show these men and to tell them? 


To profit by this outstanding biennial opportunity, write now for data 
on exhibit space. Your progress during the next two years or more can 
be tremendously accelerated if you make the most of this occasion. 
It is none too early to start planning. Get the data. 


army will be on the march before long—on the quest 


From every state in the 


1934. 
Engi- 


offer, 
table. 


This year’s 


Grand Central Palace 


New York 


NATIONAL EXPOSITION OF 
POWER and MECHANICAL ENGINEERING 


International Exposition Co. 


Management 


or POW — R «ne 
MECHANICAL 
ENGINEERING 


PALALT NY 


| cipal markets. 
There are ideas that sometimes | 


Then the rest of your appropria- 
tion may be used in direct co-opera- 
tion with your salesmen at the point 
of sale. Most industrial markets are 
divided as follows: 

1. Companies well-sold by compe- 
tition. 

2. Companies in the market but 
having special conditions so that 
your equipment would not apply. 

4 
of equipment and open for sale. 

If sales management has deter- 
mined the type of company on which 
your salesmen are to concentrate, 
which might very easily be No. 3, 
the open market, you can then con- 
centrate on literature to these in- 
dividual companies — preceding your 
salesman’s call, and special material 


signed by and tied in with the sales- | 
mailings, | 


man calling — continued 
both printed matter and letters, in 
order to keep up the conversation; 
and in this way make your proposi- 


tion appear to be the biggest and. 


most important before the small but 
greatest market for you. 


7, ¥ 


Low Ebb Publicity 


Our sales manager was reading an 
article the other day on how to 


secure publicity and indicated that | 


we were not getting the publicity 
that we should. 


3 Concerns not using your type | 


|rect mail advertising material in 
|quantities near 100,000 and over. 
| Mailings may be built up within a 
|eost of two to four cents per piece, 
/and may be made most effective. 

However, there are several draw 
backs. You must remember that peo 
ple are accustomed to the Sunday 
rotogravure sections of the newspa 
pers, which include a collection of 
pictures having the greatest atten- 
tion value. The most thrilling and 
exciting scenes from sports, adven- 
ture, and war are mixed in with 
bathing beauties, dancers, etc., that 
prove formidable competition for the 
dull industrial scene. For this rea- 
son it is almost necessary for you to 
dress up your own rotogravure mail- 
ing and develop a great deal of life 
‘and action if it is to be successful. 

A successful example of this type 
of literature is The Bulletin, pro- 
duced in full newspaper page size 
by the Creamery Package Manufac- 
turing Company, Chicago. 

For some companies, because of 
the nature of their product and mar- 
ket, it would be extremely difficult 
to maintain the pace. 

* + 9 
Premiums 
| You are familiar with our line and 
|market. We have never used pre- 
miums. What would you think of 
them for our company? 


ADVERTISING MANAGER. 


As we have always given out in-| 


formation regarding new 
etc, and I have always thought we 


were doing a fair job, I would like | 


to have some outside comment on | 
publicity possibilities. 
ADVERTISING MANAGER. 


There is probably no field that is 
broader and also more indefinite 
than the field of publicity, which fre- 
quently develops propaganda, de- 
pending upon the situation. 

Normal publicity for a firm selling 
to industry usually consists of: 

1. Editorial articles on new prod- 


‘ucts. 


2. News items about the men of 
the company. 
3. Editorials regarding the trend 


|that will prove profitable to your 
| company, providing you are present- 


ing honest arguments. 

The following activities may be 
made up for the publicity that will 
result, such as: 

4. These days, trips to Washing- 
ton in the interests of the industry. 

5. Amniversary or trade banquets 
or parties, photographs and news 
items of which can be used in in- 
dustrial publications. 


6. Editorial articles, explaining 


products, | 


We would not recommend pre- 
'miums as it might start a competi- 
tive practice you could not control. 
This does not mean that we never be- 
| lieve in premiums, but we do not sug- 
gest it for your line where margins 
are so small. 

We do, however, believe that inex- 
/pensive, simple forms of remem- 
|brance advertising such as a large 
|soft lead pencil, scratch pads, etc. 
might be of value. 


Enters Third Term 


George S. Whyte, president, Mac- 
whyte Company, Kenosha, Wis., was 
reelected president of the Wisconsin 
Manufacturers Association at the re- 
cent annual meeting at Milwaukee, 
Wis. This will be his third term 
as head of the organization. 


F. H. Meyer, for 11 years in sales 
promotion work as assistant to tlie 
president and sales manager of the 
American Welding & Manufacturing 
Company, Warren, Ohio, is now vice- 
| president and general manager of 
the Adamson Machine Company, 
| Akron, Ohio. 


| Meyer Joins Adamson 
| 


self-serviced fleets of 


PLEET 


upon request. 


ten or more automotive vehicles are reached 
monthly by 


90 West St., New York, N. Y. 


Whatever your product, if it’s used by the fleets, we probably have « 
survey that will interest you. Recent ones include pistons, piston rings; 
jacks, lifts, etc.; welding and cutting; radiators. 


OWNER 


They may be 
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It may be somewhat presumptuous 
to attempt to set down on paper a 
list of “don'ts” of any kind, for this 
assumes that the writer is an au- 
thority who has had more experi- 
ence than his readers with the sub- 
ject at hand. I certainly do not want 
to pose as an expert on industrial 
advertising, although the last eight 
vears have found me engaged in this 
type of publicity. 

Frequently, however, a discussion 
of the negative side of the picture 
helps to clarify and crystallize the 
positive side, and with this in mind, 
| venture to make a few succinct re- 
marks under the heading above. 


Don’t send out a general letter 
es mailing piece on a Friday or 
Saturday so that it will arrive on 
a Monday. This is a particularly 
sore point with me, as every Monday 
morning’s mail brings to my desk, 
and for that matter to the desks of 
all executives of this company, a 
flood of literature that is positively 
staggering. 

Like many 
are operating on 


other companies, we 
a five-day week. 
regular mail on Mondays is 
heavier than usual, but 
on top of this, we receive more ad- 
vertising literature, trade  publica- 
tions, announcements, etec., on this 
first working day than on any other 


Our 
therefore 


two days put together. It seems 
as if the senders are deliberately 
planning to punish me for taking 


a two-day vacation. 

The result is that I am not in the 
best of humors when I start wading 
through this assortment of mailing 
matter, knowing that other impor- 
iunt things are waiting to be done. 
Trade papers are put aside and the 
casual advertisements are’ tossed 
away without being read. Have pity 
on the hard-working prospect on 
\londays! 


Don’t put a lot of vacuous gen- 

-eeralities in your sales letters. 

: Some writers evidently feel that the 

first paragraph of a letter must gen- 

eralize—must be a broad statement 

<o as to be sure to cover the situa- 
tion for all recipients. 

Avoid saying that the sales trend 
is up, that the industrial situation 
is improving, that Roosevelt is doing 
lis best to stabilize things, that peo- 
ple wear more clothes in winter, 
that the south or the north or the 
east or the west is now buying, etc., 


We know all these things and the 


chances are that the firm you are 
; addressing has made a closer study 
p of its markets than you have. Start 
p al once to give pertinent facts. 


3 Don’t talk about the depression. 
~/.Most of us are tired of hearing 


about it. Let’s look ahead, not back. 
Whenever a form letter comes in 
stating, “‘your slump in sales is about 
= over,” it finds a permanent resting 
place in the waste basket, for that 
statement does not fit this company. 
We have just finished the best year 
in our history and there are undoubt- 
ediy others who have done some 
business during the past four years. 
4 Don’t send out a circular or 

-folder or even a letter unless 
vow have something to say. So often 
the enterprising advertising manager 
says to himself ‘“‘Well it’s time to get 

| a reminder.” 

‘ollow ups are all right, if prop- 
fliy used. But to compile some 
heterogeneous mixture of facts about 

~ Quality and service and slap them on 


for 
Industrial 


Advertisers 


By R. E. STURHAHN 


Advertising Manager, Monsanto Chemical Company, St. Louis. 


paper for a mailing just to keep 
your name before the prospect every 
month is a waste of time and money. 

There are other and better ways of 
doing “reminder” advertising. 


Don’t expect too much in the way 
eof results from your trade paper 
advertising. If you are in the indus- 
trial field you are probably selling 
equipment or raw materials that run 
into money. 


A man will not buy your product 
casually as he would a tie or a pair 
of socks. Trade papers reach more 
of your prospects at a lower cost per 
name than your mailing pieces and 
help build up prestige for your com- 
pany. But don’t expect them to bear 
the brunt of your selling job. 


I suppose there are several other 
“don’ts’” I could mention, such as 
“Don’t advertise to yourself” and 
“Don’t mind what your auditor says 
when he ‘crabs’ about advertising 
expenditures,” but I shall leave these 
for another discussion as I have to 
begin to rest up for the heavy bar- 
rage of mail next Monday morning. 


Editor Gives Specification 
For the Ideal News Release 


The new equipment editor of Engi- 
neering News-Record drew the fol- 
lowing specification for the ideal 
news release as a guide for advertis- 
ing departments to prepare publicity 
in more suitable style for use in the 
industrial press: 

1. Clear statement of new feature 
of product which gives it news value 
at time of news release. 

2. Name of manufacturing 
sales) company. 

3. Address of that company. 

4. Uses of product. 

5. Explanation of how product 
functions. 

6. Omission of superlatives (big- 
gest, best, cheapest, etc., are never 
printed anyway). 

7. Put most important 
tion at beginning of release. 

8. Photographs or drawings for il- 
lustration when warranted. 


(or 


informa- 


INVITES SALESMEN 


WE HAVE BEEN AND ALWAYS 
HOPE TO BE Faty Prey 
FOR GAUGE SALESMEN 


A 


BEAR 


sae 


ROT. N G 


| 


t 


Registering a sales point of precision, 
the Hyatt Roller Bearing Company, 
Newark, N. J., calls attention to the fact 
that it has always been a soft spot for 
salesmen demonstrating production pre- 
cision instruments, as it is ever alert for 
the latest and best of this type of 


equipment. 


of the Electric Furnace will again be ee! 
portrayed, and the liquid air demon- 
strations, which played to capacity 
audiences last summer, are to be re- 


That New V.D. Tool Ereydo—the Zinc Sheets to: Withstand 2 | for Example 


Linde Air Products Company, Carbide 


poration, Electric Metallurgical Com- 
pany, Haynes Stellite Company, and 
The Union Carbide and Carbon 
search Laboratories, Inc. 


Re- 


Linderman to Washington 

S. E. Linderman, publicity man- 
ager, U. S. Pipe & Foundry Company, 
Burlington, N. J., has been made 
manager of the company’s Washing- 
ton, D. C., office. 


New E. 1. A. Secretary 


J. M. Plummer, of Leeds & North- 
rup Company, Philadelphia, Pa., has 
been named secretary of the Eastern 
Industrial Advertisers, succeeding S. 
KE. Linderman. 


in an attractive and interesting manner. 
general field may be adapted to industrial advertising. 


Has New Name 
Effective with the March 
Beer and Bar Equipment will here- 
after be known as the Outfitter of 
Eating and Drinking Places. 


Change in Canada 
Starting with the February 
Iron and Steel of Canada is 
published bi-monthly instead 
monthly. 


issue, 


YOU CAN DO BUSINESS 
WITH AN INDUSTRY 
THAT'S DOING BUSINESS! 


Wide Demand for Products 
and Better Prices Are 
Helpful Factors. 


—————— 


Direct your efforts to an industry 
that is setting a pace—the Meat 
Packing and Allied Industries. 


When an industry is going like this 
it's got to buy to keep in step. 


cking companies On 
ave put behind them 
d a half months of 


March 15 will h 


the year appe 
in most instances, al 


e Mdustry’s 
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re Men to Work 


from 
THE MAGAZINE OF THE S THE NATIONAL PROVISIONER 
Meat Packing and Allied Industries March 10, 1934 


ADVERTISING AGE 3 
Union Carbide to Reshow SOLVING "THE LINE" PROBLEM 
° 5) at Century of Progress ° 
1ve on ts The exhibits of the Union Carbide What's New , Rigid Quality Control | .: an 
and Carbon Corporation at A Century Lu An Outstanding Feature of | \ ca | 
of Progress will be continued this “3 & =s aa oe oe ~ SAVE= 
year. The Story of Air and The Story ; Be IME~ 


showing the application of the editorial, feature, and newspaper advertising 
make-up styles of page layouts to present numerous items of a line of products 


Examples of how formats used in the 


issue, 
now 


of 
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10 CLASS & INDUSTRIAL MARKETING SECTION April 7, 1934 
SPACE BUYER’S GUIDE 
A Classified Advertising Section for Industrial, Trade & Class Publications 
Baking Farm Implements agencies in all branches of insurance in entire | Monday preceding page, 7x10. One-time | lation, 5,815, divided: Bell companies, 868; Inde. 


BAKERS’ HELPER 

830 8. Wells St., Chicago. New York, W. F. Leg- 
gett, 10 BE. 39th St., Caledonia 5-5503 Established 
1887. The oldest American bakers’ magazine. Edi- 
terial policy: Aid for bakers in all phases of pro- 
duction and business management. Eminent authori- 
ties on staff. Cuirculation—87% directly into bak- 
eries. Advertising—resultful, reaching major buying 
power of the industries. Includes most prominent 
advertisers. Reaches bakery buyers at low cost per 
thousand. Bakery experts analyze and make baking 
tests. Isued every other Saturday. Forms close 10 
days preceding. Type page, 7x10. Page rate: 26 
times, $100; 13 times, $110. MHalf-page rate: 26 
times, $55; 13 times, $62. Subseription, $2 a year. 
Member A. B. P. and A. B. C 


FARM IMPLEMENT NEWS 


431 8S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors end other farm equipment lines. Issued _bi- 
weekly, Thursday. Closes 7 days preceding. Type 
page, 724x10%. One-time page rate, $120. Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Funeral Directors 


BAKERS’ REVIEW 


830 W. 42nd St., New York City; Chicago office, 
Chas. B. MacDowell, manager, 11 8. La Salle 8t. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
cise and quickly assimilated form. Complete cov- 
erage—over 80,000—reaching every bakery ewner in 
the country at lowest rate in this field, four-tenths 
ef a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms elose ten 
days preeeding. Type page, 4%x7. Page rate, 12 
times, $120; half-page, $70; quarter-page, $45. 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 

45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a year. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. 6 page size, 7x10. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York City. Covers the entire brewing 
and allied industries. A total monthly circulation 
of over 4500. Publishing date, fifteenth of each 
month. Type page 7x10. Rates, 12 pages within 
one year, $100; 8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


THE WESTERN BREWER, NATIONAL BREWERS’ 
MONTHLY 


(Eatablished 1876), published by H. 8. Bich & 
Co., 481 8. Dearborn St., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 
and allied tndustries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 


time, $35; 12 times, $25; one-eighth page, one 
time, $24; Advertising copy should 
be in publishers’ hands ten days prior to publication 
Gate if proof is desired. Plates can be used if re- 
eeived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published oontinuously for the past 45 
tn at Chicago; main office, Manhattan Building; 
ranch offices, Whitehall Bldg... New York; 201 Btate 
Theatre Building, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. Bize of page, 
0x13 inches. Page rate, one time, $90; 52 time 
rate, $78; half-page, one time, $48; 52 tims, $41; 
qQuarter-page, one time, $26; 52 times, $21. Issued 
Saturdays. Last forms close Tuesday preceding date 
ef issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Ill., is the Offictal 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion. Total circulation, 86,752. The Journal ts 
fssued the first of each month. Forms close first 
ef month prior to publication. Type page, 4%x7% 
inches. Yearly rates: One page, $112.20; half-page. 
66.15; quarter-page, $42.50; eighth-page, $28.90. 


THE CASKET AND SUNNYSIDE 


487 Broadway, New York. Established 1871. Old- 
est funeral directors’ and embalmers’ journal in the 
world, and the only semi-monthly. Carries all news 
pertinent to the profession, exclusive educational 
articles by recognized authorities and special fea- 
tures. Its high subscription rate sessures @ con- 
stituency composed of the more successful practi- 
tioners—the best prospects for advertised goods. Its 
type page (9%x12% inches) provides 49 square 
inches more display space than that of contemporary 
journals, assuring economy in space buying without 
sacrifice of display. Published Ist and 15th. Forms 
close two weeks in advance. Page, $125; half-page, 
$75; quarter-page, $43.75; elghth-page, $25. Yearly 
discounts: 24 times, 20%; 12 times, 10%; 6 times, 
5%. Agency discount, 10%. Subscription, $5. 
Member of Audit Bureau of Circulations. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


832 8. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
vater & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These fields are reeognized as the largest users of 
complete elevating, conveying and power transmit- 
ting equipment, and all other equipment for the 
handling and processing of grain field seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chieago. Published 15th 
of month. Forms close 1st of month. Type page, 
7x10. One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, $60. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 

.. B. C. and A. B. P. Write for Audit Bu- 
reau of Circulations’ statement. John Willy, Inc., 
publisher. 


Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 52 years South's leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
rate, $112. No commissions. Subscription price, 
$2. Distribution, 10,000 copies monthly, of which 
85% are South. Reaches executives and operative 
officials of South's important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago. 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance isions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The _ Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical & Mechanical Products 


Chicago, III. 


@ 


GCOND 


TRADE MARR ALG US PAT OFF 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 


saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


Write or phone us for samples 
and information about Econo-print 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 
Telephone Calumet 7200 


United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. C., A. B. P. and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
BE. 42nd St., New York City. Covers the entire 
liquor and wine industries, Publishing date, tenth 

each month. Type size 7x10. Rates, 12 pages 
within one year $100; 8 pages total, $116 per page; 
4 pages, $126 per page, and less than four pages 
$138 per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. ‘or 
all advertisers, the publishers issue a weekly news 

tip service. 


MIDA’'S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bidg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


431 8. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a  principal’s 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Milk 


MILK PLANT MONTHLY 
827 8. La Salle St., Chicago. Covers fluid milk 
industry. Read by milk plant owners, executives, 
scientific and technical staff, managers, etc. Pub- 
lished on the Sth. Forms close 15th preceding. 
Type page size, 7%x10. Subscription, $1. For- 
eign and Canada, $2. Member A. B. 
commission, 15%, when bills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 


830 8B. Wells St., Chicago. Devoted to the pro- 
duction cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 
ing power of industry. Members A. B. C. and 
A. B. P. Pullshed monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 
Type page size 7x10. Advertising rates: 13 times, 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, preferred posi- 
tions, inserts and color on epplication. New York 
oa 250 Fifth Ave.; Cleveland, O., 522 Citizens 
fe. 


Paper 


ENVELOPE & SPECIALTY PAPER INDUSTRY 
185 N. Wabash Ave., Chicago. 


Purchasing 


MACRAE'S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, publie utilities, con- 
tractors, architects, engineers, exporters, ehambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
pact. Pages, $375; half, $225; quarter, $125. An- 
oually, May 1. 18 E. Huron 8t., Chicago; 51 Mad- 
tson Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
Particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 41 national, sectional and 
State trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 7%x10% inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison S8t., Chicago, Ill. 


Seed 


SEED WORLD 
325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers. farmers and suburbanites. Seed 
World reaches retail, wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million 4ollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U.S. Department of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other Friday. Forms close 


. Type 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabasb 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 8S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry's news and articles on plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Subscription, $3 per year. Type page, 7x10. Cireu- 


pendent companies, 4,947. All regular acd\ertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ez. 
changes and buyers of material. Advertising rates 
sample copy and breakdown circulation statemen; 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 


530 Atlantic Ave., Boston, Mass. ‘The recognized 
organ of the cotton and woolen industries of Amer. 
fea.’” Member A. B. C. Published weekly; issued 
Thursday. Last forms close Saturday noon preced-. 
ing publication date. Type page, x10 inches, 
standard; one-time page rate, $150; 12-time page 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agents 
furnishing contracts and eopy service; circulation 
statement furnished on request; subscription price, 
$4. 


Tractors 


FARM IMPLEMENT NEWS 

181 8. Dearborn 8t., Chicago. Established 1483. 
For the trade in farm operating equipment, inc!ud- 
ing implements, hardware, tractors, tractor equip- 
ment, engines, lubricants and motor trucks. Issued 
bi-weekly, Thursday. Closes 10 days preceding. 
Type page size, THCY: One-time rate, $128. 
Member A. B. C. only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Head by all tractor manu- 
facturers. Has national jobber and distributor cir- 
culation. Dealer circulation covers best tractor ter- 
ritory. Also issues Tractor Field Book, annual, 
July. 


Industrial 
expositions 


April 1-30. Industrial Arts Exposi- 
tion, National Alliance of Art and 
Industry, at 30 Rockefeller Plaza, 
Rockefeller Center, New York. 


| 


Business Paper Groups 


in Cooperative Planning 
The April meeting of the Business 
Editors’ Association of Chicago wis 
held jointly with the Dotted Line 
Club and the Circulation Round ‘Ta- 
ble, and attended by H. J. Payne, 
secretary, Associated Business Pa- 
pers, Inc., who clarified points of the 
publishers’ code as it affects editor- 
ial, circulation and sales activities. 
“Are Business Paper Men Keyed to 


April 16-21. Oil Equipment & Engi- 1934 Opportunities?” was answered 
neering Exposition, Houston, Texas. | py presentations of what the edi- 


April 23-26. American Hardware 
Manufacturers Association, at Hot 
Springs, Ark. C. Rickwell, secretary, 
$42 Madson Ave., New York. 


April 23-27. Thirtieth Annual Knit 
ting Arts Exhibition at Commercial 
Museum, Philadelphia, Pa. Albert C. 
Rau, manager, 329 Park Square Bldg., 
Boston, Mass. 


May 7-11. American Mining Con- 
gress, at Cincinnati, Ohio. J. F. 
Callbreath, secretary, Munsey Bldg., 
Washington, D. C. 

May 12-19. Eighth Internationa! 
Petroleum Exposition, at Tulsa, Okla 
William B. Way, general manager. 

May 28 week. Heating, Piping & 
Air Conditioning Contractors Na- 
tional Association, at Atlantic City, 
N. J. J. Fitts, secretary, 1250 Sixth 
Ave., New York. 

June 20-22. American Society of 
Refrigerating Engineers, at Skytop, 
Pa. D. Fiske, secretary, 37 West 
39th St., New York. 


June 25-29. American Society for 
Testing Materials, at Atlantic City, 
N. J. C. L. Warwick, secretary, 260 
S. Broad St., Philadelphia, Pa. 


Oct. 1-5. National Metal Congress 
and Exposition, at Port of Authority 
Bldg., New York. 

Oct 15-20. Dairy Industries Ex- 
position, at Cleveland, Ohio. 

Feb. 11, 1935. Third National Knit- 
wear Industrial Exposition,’at Grand 
Central Palace, New York. A. B. 
Coffman, manager. 


torial, circulation and sales depart- 
ments each expect of the other two 
to make their activities most helpful 


|and profitable for the publisher. 


| 


| 


These views were expressed by 
Robert J. Bayer, circulation man- 
ager, Embalmers’ Monthly; C. J. 


Wageman, advertising salesman, 
Simmons-Boardman Publishing Com- 
pany; and S. B. Williams, editor, 
Electrical Contracting. 


T.P.A. Seeks: What Should 
Go Into Advertising Space? 


As a close follow-up of the talk 
made by Dr. Daniel Starch at the 
February meeting of the Technical 
Publicity Association, Inc., New 


| York, a committee of three active 


and three associate members has 
been appointed to report separately 
in the fall on “‘What Should Go Into 
Advertising Space?” The research 
is to cover both business and gen- 
eral magazines. 

The association will hold its an- 
nual meeting April 11, at which time 
the nominating committee will pre 
sent its slate for 1934-35. 


Chirurg Joins N. I. A. A. 


The James Thomas Chirurg Com: 
pany, Boston, Mass., industrial ad- 
vertising counsel, has become an a> 
sociate member at large of the Na 
tional Industrial Advertisers’ A‘ 
sociation. 


AT Sworps POINTS 


with Obsolescence! 


In the baking industry, as _ in 
other industries, obsolete and 
ineflicient equipment is being 
used on the basis that it is not 
now time to purchase new and 
profitable equipment. This is 
wrong and has been proven so 
and BAKERS’ HELPER has been 
carrying on the fight to prove 
the fallacies of such operation. 


In practically every issue of 
BAKERS’ HELPER is an article 
pointing out to bakers that it is 
much better business to install 
new equipment which will cut 
down manufacturing costs, than 
it is to try to make a fair profit 
by manufacturing with old, obso- 
lete and broken down equipment. 


@ 


BAKERSHELPER 


E MAGAZINE 7 BAKERY PRACTICE =/ MANAGEMENT 


BAKERS’ HELPER has taken u 
the fight and is winning, judging 
from the letters received. Bake! 
are realizing their mistake anc 
are junking worn out equipmen! 
as they should have done lone 
aeo. 


For the last 47 years BAKERS 
HELPER has led the industr) 
It will go on in the future figh' 
ing to keep baking (the seco: 
largest food industry) ina strone 
position. BAKERS’ HELPE!: 
will not see the standing of th 
i%4 billion dollar industry jee! 
ardized by short-sightedness. 


We will gladly send you “Bak?! 
Industry Facts and Figures.” 


ay 


330 So. Wells Street, Chicago, Ill. 


whi 
that 
lifti 
abo 
excl 
oite 
port 
caus 
unle 
not 
thes 
unle 
caus 
prov 
alm 
pres 
twet 
ing 
in t 
busi 
case 
ter 
unli 
wh 
“sul 
day 
cess 
sen! 
of 
seal 
whi 
and 
the 
tha! 
thir 
goil 
par: 
in ¢ 
Hf 
vie\ 
tisil 
D. | 
sen: 
tere 
ing 
eral 
cus: 
pro 
reac 
how 
user 


Be ae ne ee eee ee oe NS eA GR EE a A Ag Oe ee Ne ee ae aie fh BRN Tulle aera? Caen Re cde oo ae inet. 2 Re Se RE dition CS eT Che TO. 6 Tae ry a te. MEM Sis oa a NM CL i i oe I ter es ca, 3. * 
’ See ae. 4 : ? “ x Yate ae tN UN aa i AES, ae a Tae mae > covey ke ky a re ghee ye Sie ee tus es ae oe ; EFT 
q a ~~ ; PO ee ie ae at ee See : nee Drake ‘ey WS MP cling eee hae er er a WN ihe he SA Single te Rae gs cua a ees (sae ey > 
. ore i, Weeks : & « 4 " ays . ig " ~ nr 4 . Pag eis, EM ¥ : ¥ 2 yy haa he ay wae t st aon 3 he me bee gl ie. ox xan is ve Piet | Lg OPE ANGIRS,«. —* 
fete Poot es ' i Pa sedi oie ¥ ye fa 7 : be ‘@ ; . , 4 é é cs ‘ Ete? * eS ny A “ Se os E aint : : A F a _ Ri A Be J Eee Ei - ’ : 5 3 4 eae Res: f ue = 
Ag 
poe 
; , — 
¥ 
eS tis 
whit 
we | ———L_ cor} 
/ — Se A __| Pe ized 
ee ee ee Se ee 
a ——— ce: 
| Se | nee! 
thos 
| mee 
LE 
ie ies P| 
ee es 
om es ——— 
“saint | — 
a Ls 
r + wae en aia 72 
mer 2h | 
__- ae j 
> gag cia 
.. 4 ae Pe qe | 
; aD 3 
¥ ‘4 of id 
a. 7 
Pare _ . 
. fy 
Se | 
ts seleaciiinecndiciaialdiiedieastiueamemaniamnideadmmmasiaientiediteinabdibiias | 
st P| 
etree s@ a <f eee ee 
ag ty ee 
eae io ae 
a 
PT D9 a £ | 
as Sue i —e Ce  --hdhOOOM 
pare | 
9 t-e a 
<a | 
“lage ss —_ Sanaa 
Ses 2) a PY LL 
neers heeeeeneeenecmerenseeseeemeneeeeiesennnamammnee 
Pa ck | 
Mita Co ae | 
7 toe 
Tera ee 
aa eens 
Aca 
Ses 
“a la amataacaaater uae een 
ares - | a 
-. ae. | 
ie 
re ee 
Cro ee 
: Pe Oe page ne time, $101 12 times, $70; one-half page. 
es eS om ene time, $60; 12 times, $46; one-quarter page. one a 
eet } | 
oA wee 
es n= Pe 
‘ eer ee 
Be a. a en 
ae a a ! 
; a oe Pd ee 
a aod LL a 
oe Pe —_————- 
be oom Tes % 
re ie. 
ee ae 
in iy * . " 
a, . ee ones — ee 
ee a 
ae P| ET 
eee es _ SS a 
py Aas & 
5 ; ~ 
; 
i. con 
+i ane I 
—_ a! __ 
: a acti 
7 sei ae Con 
“ * y —EEEEEEEEE Eee —_—=—_—_=—_—=_[—$_$=—=$=£$—_—$—_$—_—_—_—_—_—_—=—_—_—_—_=—<=<=$_$_ $_<_$—<_<_—<_[—$—_$_—=—_ _—_—_— ——— 
ae” rapa 
a ee it n 
RP haat aN : 
a ee ©... 
ee out: 
iat ate RET to ¢ 
oo ae 
i hia za * 
.; ae as 
Pe rs cae a mal 
e ieWane* 
<a tht sie \ 
ee ——————————————_—_—_<_ <_< _— _ _ _ <— _ _— —_ — _— —_ _ EEE EEE eee eee — — — _ 
ee rg — — ————<— a = ——= — — = — 
ee a F 
3 tg nig “* sf i mice ora yk eames nay . aan ng x | ' 
0p Bees! = oe F. i : 
ei a & at 
spe ger 
oom | 2 lp) | | ee 
ef ie eT 
a Ee fo a : | 
: = a wo ‘ jj 
Se i ; re Sy 
one : “SG a * 
Mt 3 SR STL a a IS 
iy voy 
RT 3 —_— es 
od a ue 
eal + ot 
Be: i % i, 
ge | 
tie, Fy, * | 
a tee 
ee + Coe } 
a a eth | 
fun. * ae —_————————— 
eae 4 
ioe eae 
-- 
f Ties a eo cal 
oe | 
Ee ee | 
Phe a ae. 
me, ae : 
ions spe, eA 
: a a Pr ee is — 
. a. : | euveseusenahounseecvennsansennevosnsannesnestasstasitnseiesionetSSelGsSSStRSSeISSeSeDSSRts StNSSOSAISSID CUR OSNSSISSS aay io’ 
ph aaa tee | MITTEE 
rs als | 
ove So Sieg ) 
eS oie 
ine, Faber 4 : cea one. Rena G PONS ice a re Rte 4 RUE se ey Cn oy Pee ae ms re Ms Behl ‘ Wes PA bs UB ao ad ala pala 
ES ee oe ae = at Lee : soi ‘ ents st ype Bao ee ee as * i ¥ ea Rete Y oe. a 2 : i Se Bre he eer vey ais = See E : he oi - pate ue est ot ted 
aot Speak A age aaa as, Se REED OS ee MEN oe eng RN oS Re th ieee ee SRR. ches, ve heen pe ea oe! gg cM (oe es Lec oe Meee aes FO Leche Sate Ma BA pee Site Pe BEBO EN 4 + ees E : 2 Eee ae } te ee ae Bee ee Ee 
eee os me cat ae, os x SN! ay OOS eager a Dae Ne Ce ee REAL wey ei” 5 25 AO Dendy Cy Me 8 ee Lie, oe aR Te Sabet Ree ey eu Reyne poe bene eet Re x ae aren) ee Sa ee ae, tet 3 ge Fe cP Nt ci Beek oe ihe a, Cale ey ae ORS SGA rset fo ae ee a eat, ge ye Ry Bi alk, wing ise ela ee Rae Robt as eee Sant | 
ee a a re a ie ee eR ce Wei A c eh sou hy Ree be oe eg RR CE ee EBS 8p! Vcc Sy id ees Wes gt oe eee RR Pree Ty hoe ee 
ra ae Ce Lee ee, i ae th page Spe sae ad ek Di a SN SRE BS A) Ag OS Se oe Se arti aan CPt Sr eae SRS. 17 SR MAE eae ER RRR CH See bs Ours 8 ee A eae RR ge aie Se ot eet 
Bie: Pals ee ea ty ewes Marie 9, St AE Ro ; ce ae mc Hae Gilaat Rakgd ia Se Foe STW Sa ac. 1 gm =a hata os aa bees pit De ane tals Se aricghe ms pA i RUS Nin ©, a SG EAE ating AS BAN Maa Ale SS ales gn) A ne Te EES, Se 
Pir ge eee meni eee Pe On ASR kee nae ios tite evi agit oes SNe Os ether he CM PS or res nh Rae tae ks ee eS. att he et ea ie 


eee © fates See 


OMm- 


as- 


Na- 


April 7, 1934 


Rees eee 


ADVERTISING AGE 


11 


AGENCY SERVICE 
IS FEATURED 


(Continued from Page 1) 
tising. And why any man, even 
when he is disguised as an inanimate 
corporation, thinks he needs special- 
ized help less in advertising than he 
does in medicine or law, or in engi- 
neering, or architecture, is one of 
those paradoxes that I suppose makes 
meetings like this possible. 


Elevates Business Copy 


‘I would like to emphasize a point 
which I think is the most important; 
that is the value of the agency in 
lifting business paper advertising 
above the deadly dull, humdrum, in- 
excusably stupid plane which so 
often it achieves. That is very im- 
portant, very important not only be- 
cause advertising cannot do its job 
unles it is good, but because it can- 
not even commence to do its job 
these days in the business papers 
unless it is good. This is true be- 
cause the business papers have im- 
proved editorially so tremendously, 
almost unbelievably, since the de- 
pression that the competition be- 
tween the editorial and the advertis- 
ing pages is accented more than ever 
in the past. 

“Time was when readers of the 
business press subscribed in many 
cases as a matter of course, as a mat- 
ter of duty. Their attitude was not 
unlike that of some manufacturers 
who are still buying advertising to 
“support” the business paper. Those 
days are over, and forever. The suc- 
cessful business paper today repre- 
sents a degree of editorial excellence, 
of vitalness, of timeliness, of re- 
search, and of physical excellence, 
which stamps it as an indispensable 
and wanted service in its field. And 
the advertiser who fails to recognize 
that development and to do some- 
thing about it in his advertising, is 
going to march at the tail end of the 
parade with his brother unbelievers 
in advertising agency service.” 

Treating the subject from. the 
viewpoint of an experienced adver- 
tising manager in the industrial field, 
D. M. Davidson said that, in a broad 
sense, the industrial advertiser is in- 
terested in about the same market- 
ing instrumentalities that the gen- 
eral advertiser uses. These he dis- 
cussed under the headings of: the 
product; the market; methods of 
reaching the market; the kind, and 
how much, advertising should be 
used, 

Services Are Needed 


“Therefore,” he queried, “if we 
concede that an industrial manufac- 
turer must engage in all these selling 
activities, and the Fafnir Bearing 
Company in common with scores of 
other large manufacturers does find 
it necessary to engage in them, does 
it follow that we need the help of 
outside organizations in aiding us 
to carry out our sales program effi- 
cently? 

“It will be conceded, also, that few 
manufacturing concerns, no matter 


WANTED 


Hundreds of industrial plants, 
theatres, hotels, stores, offices are 
in urgent need of modern AIR 
CONDITIONING systems. Your 
edvertisement of air conditioning 
equipment and supplies in HEAT- 
ING AND VENTILATING . will 
reach the men who are influential 
factors in specifying and purchas- 
'"g your product—the engineers 
and contractors in the air condi- 
toning field—the readers of 
HEATING AND VENTILATING. 


Rates and other details on request 


Heating ond 
Ventilating 


‘8 Lafayette St, New York 


how ramified their connections, con- 
tain enough experience within them- 
selves to deal equally effectively with 
all of the numerous selling problems 
that come up in industrial market- 
ing. 

“At the same time, there are ad- 
vertising agencies who are serving 
numerous industries and who, in the 
ordinary course of their work, see 
how other companies are dealing 
with sales perplexities that may be 
harassing some of their immediate 
clients. By reason of its intimate 
knowledge of industry, such an 
agency can draw from its_ broad 
background to help clients with diffi- 
cult questions that the manufacturer, 
single-handed, might not be able to 
answer, or only at great expense. 


Saves Manager’s Time 


Of the services an _ industrial 
agency can render, Mr. Davidson 
said the advertising manager should 
not minimize the many mechanical 
routine matters such as furnishing 
layouts, illustrations, plates, mail- 
ings to publishers, publicity releases, 
convention exhibits, field work, and 
other activities that take much of 
his valuable time, and once relieved 
of these details he would be able to 
devote more thought to his major 
objective. 

Mr. Davidson believes that agencies 
can be of material assistance in the 
selection of mediums, the conducting 
of research, and, in many cases, can 
find the solution to sales problems 
when working in the field with the 
men from confidences that would not 
be made available to the company’s 
own sales manager. 

“The value of the outside view- 
point is greater today than ever,” he 
declared. “Pick the right agency, 
one that has its feet definitely on the 
ground, one with some experience in 
its field of activity, and willing to 
gain much more in your own, and 
there are services to be obtained and 
advantages to be gained from the in- 
dustrial advertising agency even 
greater than is commonly realized— 
certainly advantages that manufac- 
turers can ill afford to pass by to- 


day.” 
Mr. Gamble supported the ideas 
advanced by the two. preceding 


speakers and said that the advertis- 
ing of today must be better than that 
of the 20’s to stand the closer in- 
spection to which it is now subjected, 
and to compete with the leaders it 
must have that professional atmos- 
phere which seems to be contributed 
only by experienced agency service. 


‘COMICS’ STYLE 
BRINGS RESULTS 


(Continued from Page 1) 
a sales story on the process of pro- 
ducing this finish. 

“By use of the continuity advertise- 
ment,” Mr. Berry explained, “we are 
able to bring in the story on our 
engineering service, the fact that we 
maintain engineering and laboratory 
staffs for the service of our custom- 
ers, the lack of royalties or special 
fees. Each panel can be used to 
drive home some point. 


Illustrates Application 


“In the final panel, instead of run- 
ning the usual ‘success’ story featur- 
ing the happy nuptials or wide grin, 
we conceived the idea of showing the 
Udylite-Cadmium finish applied on a 
typical part. This copy pulled very 
well for us, and has sold us on run- 
ning more of a similar nature until 
it is apparent that the novelty is 
gone. 

“While we do not profess to know 
all about this type of advertising, 
there are certain elements which we 
have learned must be taken into con- 
sideration, which are not apparent to 
the uninitiated. These advertise- 
ments must have as much action as 
possible packed into them in order 
that the reader’s interest may be 
carried from one scene to the next, 

“In addition, both subject and 
conversation must be typical. Copy 
for these advertisements cannot be 
a model of rhetorical perfection, be- 
cause ordinary conversation is far 
from perfect. We write much more 


grammatically than we speak and we 
were ready to make common gram- 
matical errors in the copy if we felt 
that the continuity would be helped 
thereby.” 


Frames Sample Finish 
Mr. Berry told, also, how they 
sample the finish produced by the 


Udylite process to counteract a belief 
on the part of some that all cadmium 
plating is dull and _ unattractive. 
After trying out many ideas, they hit 
upon a small cast iron picture frame 
finished with a typical high luster 
of the Udylite process. It carries no 
advertising and makes an attractive 
desk ornament. Request for these 
frames have been received from all 
over the world, and during the two 
year’s time they have been used 
about 25,000 have been distributed. 


Houston Gives 8 
Recommendations 
To Aid Recovery 


Chicago, March 28.—Eight recom- 
mendations for speeding business to 
recovery were given last night by 
George H. Houston, president, Bald- 
win Locomotive Works, Philadelphia, 
Pa., and chairman of the Organiza- 
tion Committee, MAPI, in a talk be- 


fore the Economic Club on “Essen- 
tials of Industrial Recovery.” 
Summarized, the points were: 


1. The amendment of the Securi- 
ties Act of 1933 to simplify the pro- 
cesses involved in the issuance of 
securities and to remove from of- 
ficers, directors, stockholders and 
others, unwarranted personal liabili- 
ties; the amendment of the Glass- 
Steagall Act to permit, for at least 
five years, the participation of com- 
mercial banks in the underwriting of 
new securities; the rewriting of the 
National Securities Exchange Act of 
1934 to remove the regulation of in- 
dustry and of the ownership of in- 
dustrial securities, confining it to the 
regulation of the national securities 


exchanges and those trading upon 
them. 
9 


2. The organization of the pro- 
posed intermediate credit banks for 
industry for making loans up to five 
years, 

3. A governmental policy of en- 


majority, or needed for the country’s 
welfare. 

5. Continuation of amicable rela- 
tions between 


employer and em- 
ployees based upon good will and 
mutual confidence and respect, as 


provided for by Section 7 of the Na- 
tional Industrial Recovery Act. 

6. Emphasis upon recovery in- 
stead of immediate reform with the 
realization that recovery is needed 
immediately and that genuine re- 
form, where found essential, may be 


carried out subsequently in an or- 
derly and considered manner. 
7. Recognition of the fact that 


opportunity for recovery in employ- 
ment lies primarily in the field of 
durable goods. 

8. Recognition of the fact that 
prosperity lies in the production of 
goods and not in the curtailment of 
their production. A proper balance 
must be restored between the cost of 
manufactured and agricultural prod- 
ucts and the production of raw ma- 
terials. 


couragement to private enterprise, 
with assurance of freedom of oppor- 
tunity to earn a reasonable return 
upon invested capital. 

4. Relief from the radical changes 
in existing methods of doing busi- 
ness constantly being thrust upon 
the country by a small minority in 
the guise of reforms which, when 
properly understood and candidly 
considered, are not wanted by the 


Crucible Appoints 

The Crucible Steel Company of 
America, New York, has appointed 
Paris & Peart as its advertising 
agents, to direct the advertising of 
Rezistal stainless steel and its 
complete line of high speed, tool and 
special purpose steels. The account 
will be serviced by a group headed 
by John Bennett Bissell. 


and we got him 
an agent | 


A big deal in a territory where there was 
no representative — a small manufacturer 
without contacts—Russell T. Gray, Inc., to 
the rescue! 


Here are all the elements of a business 
“meller drammer”! And here, too, the rescue 
was complete! 


Through contacts of long standing in the 
territory, Russell T. Gray, Inc., secured an 
agent for the client by wire and the deal was 
successfully closed against national com- 
petition. 

The business of Russell T. Gray, Inc., is 
far more embracing than the mere prepara- 
tion of copy and layout. It enters into sales 
promotion, the tying together of direct mail 
and magazine space, assistance for the 
dealer, the securing of representation, the 
setting up of sales plans, the preparation of 
sales manuals, research into sales obstacles, 
research on markets and, of course, the 
preparation of copy and layout to fit the 
problem and produce results. 


In any one of these we can help you. Our 
contacts are national and our experience 
goes back many years. Our first client is 
still with us. Why not ask him? 


Russet T. GRAY, Inc. 
205 W. Wacker Drive 


Chicago, Illinois 
Telephone Central 7750 
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CLASS & INDUSTRIAL MARKETING 


SECTION 
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April 7, 1934 


Machine Design with 


Thought for Worker 


Viewed As Sales Aid 


Cleveland, Ohio, April 5.—The im- 
portance of machine design from the 
standpoint of safety, ease of opera- 
tion, and the health of the operator, 
and its effect on sales, as discussed 
editorially in the Feb. 3 issue of 
CLASS AND INDUSTRIAL MARKETING, 
was emphasized by L. E. Jermy, edi- 
tor, Machine Design, in an interview 
today. 

In discussing the matter, Mr. Jermy 
said it is questionable whether there 
ever before has been a period when 
so much stress was laid on the de- 
sirability for improved working con- 
ditions, and illustrated how machin- 
ery manufacturers have contributed 
toward this end. 

Indicative of the trend, from a gen- 
eral sense, are the acceptance of ad- 
ministrative measures such as the 
NRA and CWA, and the educational 
meetings that are being held through- 
out the country. The trend is defi- 
nite, he said, and cannot fail to have 


NEW IDEAS that 
GET 
BUSINESS 
NOW 


I HE idea of distinctively coloring 


hack saw blades helped, within two 


months, to sell three and a_ half 
months’ capacity production for the 
world’s largest makers. After eight 
months, they were still unable to 
keep up with orders. 

Of course color wasn't all. There 
waS a superior new product intro- 
duced by a stable, well-known com- 
pany, using a modernized merchan- 
dising plan, new packages, new ad- 
vertising. 

From merchandising study through 
name-coining, devising and experi- 
menting with a novel finish, design- 
ing packages, producing sales man- 
uals, running a convention, 
creating publicity and advertising, it 
has been our privilege to guide this 
chent successfully. 

If you believe that new ideas may 
help you to recover lost ground, we 
shall be glad indeed to discuss the 
situation. If then we think we can 
help you, we'd like you to see the 
portfolio describing the hack saw 
campaign—and achievements for 
others of our clients. 


0. S&S. TYSON 

AND COMPANY, Ine. 

CLASS & INDUSTRIAL 
ADVERTISING 


230 Park ON New York, 
Avenue F we 


Member A. A. A. A. 
TYSON-RUMRILL ASSOCIATED 
41 Chestnut St., Rochester, N.Y. 


sales 


its effect on the design of machinery 
from the standpoint of the opera- 
tor’s welfare, carrying with it a defi- 
nite sales stimulant and a new 
standard of production efficiency. 


Comparison of Design 


Contrasting the present thought of 
design with a view to the operator's 
general well-being with that of some 
years ago, Mr. Jermy referred to a 
machine designed some time back in 
which the actual endurance of the 
workman was the measure of the pro- 
ductive capacity of the machine. 
Granted that certain types of physi- 
que are desirable in operating differ- 
ent classes of machines, it seems me- 
dieval, he said, to demand that phys- 
ical endurance be counted on to ob- 
tain the desired output. 

“Fortunately,” Mr. Jermy  con- 
tinued, “the tendency in more recent 
designs has been to eliminate the 
necessity for brute strength on the 
part of the workman, so much so 
that many machines still in operation 
are apt to be condemned as obsolete 
if business conditions continue to 
improve. And the machines which 
will replace those discarded unques- 
tionably will be of the type that em- 
body in their design the maximum 
number of features calculated not 
only to increase the efficiency of the 
operator, but also to safeguard him 
against injury, sickness or exhaus- 
tion. 

“Although the present nationwide 
conditions are focusing attention on 
this subject, many machinery manu- 
facturing companies have given it 
consideration for some time. In ma- 
chine tools, for example, strenuous 
efforts have been made to centralize 
controls, provide individually motor- 
ized heads and in general to make 
the units more convenient and easy 
to operate. All of these improve- 
ments in design, made primarily for 
the operator’s convenience, have ma- 
terially increased machinery sales. 


Aluminum Being Used 


“Similarly with the universal mill- 
ing head developed by Kempsmith 
Manufacturing Company, Milwaukee, 
Wis., aluminum being used in this 
case for the frame and several other 
parts of the unit. Not only has the 
weight of the head been reduced for 
ease in handling, but the unit is so 
designed that it readily may be dis- 
assembled into three sections for 
mounting by loosening screws in the 
clamps that join the sections. 

“In the field of internal combustion 
engines some of the practices that 
were distinctly dangerous are being 
eliminated. Before the introduction 
of starting aids for Diesel engines, 
for example, such as the insulated 
and heated battery or the glow 
heater placed in the air intake, op 
erators used the expedient of turn- 
ing a gasoline blow torch into the in- 
take manifold or of soaking rags in 
oil, wrapping them around the intake 
screen and setting them alight before 
attempting to start. Serious conse- 
quences often have resulted, and it 
is natural that one of the Diesel de- 
signer’s aims is the provision of safer 
and more efficient means for start- 
ing, which is sure to have a notice- 
able effect on sales. 


Protection From Disease 


“Occupational diseases contracted 
through operation of machinery may 
appear as a blot on the record of de- 
signers except for the fact that be- 
fore the advent of machines these 
diseases were equally or even more 
rampant. Furthermore, efforts have 


handled, as a result of improved de- 
sign. 

“All this has been eliminated by 
replacing the former batch mills with 
a unit developed by Patterson Foun- 
dry & Machine Company, East Liver- 
pool, O. This continuous feed and 
discharge ball mill is lined with silex 
and operates in a closed circuit. The 
mill is fed directly from a storage bin 
and the finished product discharges 
directly into freight cars. Sand seals 
are provided at the feed and dis- 
charge ends of the mill and being air- 
tight there is no escape of dust, even 
though extremely fine, in the plant. 

“Similar methods,” continued Mr. 
Jermy, “are being increasingly 
adopted throughout the machinery 
building field. Woodworking ma- 
chines for example, now are equipped 
with sawdust ducts for conveying 
fine wood particles away from the 
machine. One manufacturer, Oliver 
Machinery Company, not only builds 
these into its machine but also, as 
protection for the operator from the 
standpoint of injury, provides a me- 
chanical brake for each of the elec- 
trically-driven cutter heads of its 
moulding machines. 


Use Safety Switches 


In the design of presses, shears 
and similar machines, much remains 
to be accomplished from the stand- 
point of protection, according to Mr. 
Jermy. The photoelectric cell is be- 
ing utilized in some instances for 
stopping the machine if the opera- 
tor’s hands are in the danger zone, 
but practically all of these are cases 
in which the equipment is fitted with 
these safety devices after being put 
into operation. Another method, in 
more common use, is of the type 
illustrated by a two-hand control on 
a press in the Westinghouse plant. 
The ram cannot be started down 
until both of the hand levers are 
actuated. Left and right-hand push 
button controls sometimes are uti- 
lized for the same purpose. 

“Many other factors besides ease 
in operation, freedom from disease 
and protection from injury can be 
taken into consideration with advan- 
tage in design,’”’ Mr. Jermy contended. 
‘Much depends on the type of ma- 
chine. Elimination of vibration and 
noise, for instance, is receiving more 
attention, and with the increasing 
use of meters for measurement and 
classification the nerve-racking char- 
acteristics of some types of machines 
undoubtedly will be mitigated 
rapidly. Office machinery offers a 
fertile field for improved design in 
this respect. 

“Sales of machinery, in the design 
of which all of these factors have 
been given their due amount of con- 
sideration, cannot fail to be higher 
than those on which they have been 
neglected. This will be particularly 
true in the new order through which 
we are passing. The designer has an 
added responsibility he will be glad 
to accept. In the fulfillment of it he 
will not only benefit the operator of 
his machine, but will place in the 
hands of the sales department a 
much-needed and_ effective selling 
asset.” 
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been directed during recent years to- | 


ward more adequate protection ot 
the operator from this standpoint. 

“Silicosis, for instance, a dreadful 
disease caused by constant contact 
with silicates, can be practically 


| stricken from the list of occupational 


accounted for 
elimination of dust 


diseases. This can be 
largely by the 


from the atmosphere around the ma- | 


chines by which the. silicates are 


LAMERICAN LOCOMOTIVE COMPANY] 
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The American Locomotive Company, 
New York, acknowledges the light weight 
streamlined articulated train, but in 
business paper copy does not allow its 
heavier steam locomotives to be for- 
gotten in all the excitement. 
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SIGN 
FOR MACHINERY, 
ALLIED PRODUCTS 


Clears Way for Hearings for 
39 Subdivisions 


Chicago, March 28.—The basic code 
for the Machinery and Allied Prod- 
ucts Industry became effective today 
and clears the way for hearings’ for 
individual codes for its 39 subdi- 
visions, as set forth in the code. 

For a period of 60 days the or- 
ganization committee of the Machin- 
ery and Allied Products Institute, 
headed by George H. Houston, presi- 
dent, The Baldwin Locomotive 
Works, will act as the basic code 
authority, during which time a per- 
manent authority must be elected by 
the employers of the industry. 

Working conditions and wage rates 
provided in the code include a 40- 
hour week and minimum wages of 
40 cents an hour, ranging downward 
to 36 cents in towns of less than 10,- 
000, and to 32 cents in the southern 
States. Wages for women are to be 
not less than 8715 per cent of the 
‘male wages in the community. 

Fair trade practices are not in- 
cluded in the basic code, and must 
be set up in supplemental codes by 
the subdivisions within 60 days. 
Pending the selection of permanent 
code authorities by the subdivisions, 
within the 60-day period, the govern- 
ing body of the trade association 
representing the employers within 
the respective subdivision shall con- 


|/is now issued bi-monthly 


Upon two-thirds vote of the em- 
ployers of any subdivision, such 
group may withdraw from the juris- 
diction of the basic code authority 
and become subject to its own 
formulated code administered solely 
by its own authority. 

In addition to the 39 subdivisions 
of the industry as set up in the code, 
it is provided that, within 60 days 
of its effective date, the following 
industries may make application to 


come within its jurisdiction: heat 
exchange, compressed air, pump 
manufacturing, and machine tool 


and forging machinery. 


Cleveland Engineers Plan 
Industrial Progress Show 


The Cleveland Engineering Society. 
Cleveland, Ohio, will hold another of 
its new products conferences, to be 
known as “The Industrial Progress 
Show,” April 11-14. 

The show will reflect the progress 
made during 1933 in the developmen! 
of machines and parts. Wherever 
practical, the machines displayed will 
be in actual operation. 

Experimental models and recently 
patented devices will be included in 
a separate division of the shew. 
Scientific demonstrations, as pree!s 
of everyday scientific facts, will be 
given. 

Speakers at the meetings 
will be held in conjunction with the 
show will be T. J. Maloney. \eW¥ Jer 
sey Zine Company, New York, and 


Forrest U. Webster, manager of mer 


which 


chandising sales, Cutler- Hammer 

Company, Milwaukee, Wis.. who ie 

discuss the development and redeve! 

opment of the product and the devel 

opment of the market for the prog’ 
Now Bi-monthly 
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California Arts and Archi! 
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instead § 


stitute its temporary code authority. monthly. 
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